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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 
BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 85/379,097 
For the mark: CRAPPLE 
Filed: July 22, 2011 
Published: December 20, 2011 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No. 91204777 

Opposer,  :  
 :  
                   v. :  
  :  
NINJA ENTERTAINMENT  : 

: 
:

 
HOLDINGS, LLC,   

Applicant.  :  
---------------------------------------------------------X  

 
OPPOSER’S SEVENTH NOTICE OF RELIANCE 

 Opposer Apple Inc. (“Apple”), pursuant to 37 C.F.R. § 2.122(e) and the Board’s decision 

in Safer, Inc. v. OMS Investments, Inc., 94 U.S.P.Q.2d 1031, 1036-39 (T.T.A.B. 2010), submits 

of record in connection with this opposition proceeding copies of printouts of publicly available 

web pages and other documents printed from the Internet on the date, and from the source, 

identified below. 

EXHIBIT  DATE 
PRINTED 

FROM 
INTERNET  

PUBLICLY AVAILABLE INTERNET SOURCE FROM 
WHICH DOCUMENT WAS PRINTED (URL) 

 

A 
November 5, 

2013 
http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
06_BrandZ_Top100_Report.sflb.ashx 

B 
November 5, 

2013 
http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
07_BrandZ_Top100_Report.sflb.ashx 

C 
November 5, 

2013 
http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
08_BrandZ_Top100_PressRelease.sflb.ashx 

D November 5, http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
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2013 09_BrandZ_Top100_Report.sflb.ashx 

E 
November 5, 

2013 
http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
10_BrandZ_Top100_PressRelease.sflb.ashx 

F 
November 5, 

2013 
http://www.millwardbrown.com/Libraries/Optimor_BrandZ_Files/20
11_BrandZ_Top100_Chart.sflb.ashx 

G 
November 5, 

2013 
http://www.millwardbrown.com/brandz/2012/Documents/2012_Bran
dZ_Top100_Chart.pdf 

H 
November 5, 

2013 
http://www.millwardbrown.com/brandz/2013/Top100/Docs/2013_Bra
ndZ_Top100_Chart.pdf 

I 
October 24, 

2013 
http://www.forbes.com/forbes/2010/0830/international-ibm-att-
disney-apple-most-valuable-brands.html 

J 
November 5, 

2013 
http://www.forbes.com/sites/marcbabej/2011/05/09/apple-ranked-the-
worlds-most-valuable-brand-followed-by-google-and-ibm/ 

K 
November 5, 

2013 
http://www.forbes.com/sites/kurtbadenhausen/2012/10/02/apple-tops-
list-of-the-worlds-most-powerful-brands/ 

L 
November 5, 

2013 
http://www.forbes.com/powerful-brands/list/ 

M 
October 24, 

2013 
http://www.prnewswire.com/news-releases/sony-on-top-in-annual-
best-brands-harris-poll-for-seventh-consecutive-year-55990337.html 

N 
October 24, 

2013 
http://www.businesswire.com/news/home/20070717005109/en/Coca-
Cola-Top-Time-Annual-Brands-Harris 

O 
November 5, 

2013 
http://www.harrisinteractive.com/NewsRoom/PressReleases/tabid/44
6/ctl/ReadCustom%20Default/mid/1506/ArticleId/1011/Default.aspx 

P 
November 5, 

2013 
http://www.harrisinteractive.com/NewsRoom/PressReleases/tabid/44
6/mid/1506/articleId/1245/ctl/ReadCustom%20Default/Default.aspx 

Q 
November 5, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/best-global-brands-2006.aspx 

R 
November 5, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/best-global-brands-2007.aspx 

S 
October 24, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/best-global-brands-2008.aspx 

T 
October 24, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/best-global-brands-2009.aspx 

U 
October 24, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/Best-Global-Brands-2010/best-global-brands-2010-report.aspx 

V 
November 4, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/best-global-brands-2011-table.aspx 

W 
November 5, 

2013 
http://www.interbrand.com/en/best-global-brands/previous-
years/2012/Best-Global-Brands-2012-Brand-View.aspx 

X 
November 5, 

2013 
http://www.interbrand.com/en/best-global-brands/2013/Best-Global-
Brands-2013-Brand-View.aspx 

Y 
November 5, 

2013 
http://www.interbrandfilehosting.com/Interbrand-Best-Global-
Brands-2013-Report.pdf 
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Z 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2006/top20/ 

AA 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2007/top20/in
dex.html 

BB 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2008/top20/in
dex.html 

CC 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2009/full_list/ 

DD 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2010/full_list/ 

EE 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/mostadmired/2011/full_list/ 

FF 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/most-
admired/2012/full_list/ 

GG 
November 5, 

2013 
http://money.cnn.com/magazines/fortune/most-admired/ 

HH 
November 5, 

2013 
http://www.businessweek.com/table/08/0415_in_companies.htm 

II 
October 24, 

2013 
http://images.businessweek.com/ss/09/04/0409_most_innovative_cos/
51.htm 

JJ 
October 24, 

2013 
http://images.businessweek.com/ss/10/04/0415_most_innovative_co
mpanies/26.htm 

 
 This evidence is relevant to show, among other things, the fame of Apple’s marks, the 

specific recognition of Apple by the public, media, and industry as one of the most valuable 

brands, and the widespread recognition of Apple’s brand and marks by the relevant general 

public.     

      Respectfully submitted, 

Dated:  November 5, 2013  KILPATRICK TOWNSEND & STOCKTON LLP 
 
     By:  /s/Allison Scott Roach    
          Joseph Petersen 

1114 Avenue of the Americas 
New York, New York 10036 
Telephone:  (212) 775-8700 
Facsimile:  (212) 775-8800 
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Alicia Grahn Jones 
Allison Scott Roach 
1100 Peachtree Street, Suite 2800 
Atlanta, Georgia 30309 
Telephone: (404) 815-6500 
Facsimile:  (404) 815-6555 
 
Attorneys for Opposer Apple Inc. 
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 
 
In the Matter of Application Serial No. 85/379,097 
For the mark: CRAPPLE 
Filed: July 22, 2011 
Published: December 20, 2011 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No. 91204777 

Opposer,  :  
 :  
                   v. :  
  :  
NINJA ENTERTAINMENT  : 

: 
:

 
HOLDINGS, LLC,   

Applicant.  :  
---------------------------------------------------------X  

 
CERTIFICATE OF SERVICE 

 
 This is to certify that a copy of the foregoing has been served on Ninja Entertainment 

Holdings, LLC by depositing a copy with the United States Postal Service as First Class Mail, 

postage prepaid, in an envelope addressed to: 

Daniel Kelman 
1934 Josephine Street 

Pittsburgh, Pennsylvania 15203 
 

 This the 5th day of November, 2013. 
        

       /s/ Alberto Garcia  
       Alberto Garcia 
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EXHIBIT B 



























































EXHIBIT C 



 For immediate release 

BRANDZ TOP 100 BRANDS SHOWS DRAMATIC GROWTH IN THE 
FINANCIAL POWER OF BRANDS  

Valued at $86.1bn, Google tops ranking for second consecutive year 

New York, New York, 21st April 2008 — The third annual BrandZ ™ Ranking 
issued today proves that brands are becoming ever more valuable and powerful 
in driving business growth. Companies that own brands in the BrandZ Top 100 
have significantly outperformed the stock market when compared to the S&P 500.  

The new edition of the BrandZ Ranking was announced today by leading global 
market research and consulting firm Millward Brown. It identifies the world’s most 
powerful brands as measured by their dollar value. The brand ranking is produced 
by Millward Brown Optimor, the group dedicated to helping companies maximize 
returns from brand and marketing investments.   

The combined value of all brands in the BrandZ Top 100 increased by 21% from 
$1.6 trillion in 2007 to $1.94 trillion in 2008, more than double the increase 
experienced the previous year. Google tops the list again with a brand value of 
$86.1bn followed by GE at $71.4bn and Microsoft at $70.8bn.  

“This year’s brand ranking demonstrates the importance of investing in brands, 
especially in times of market turmoil. Strong brands generate superior returns 
and protect businesses from risk,” said Joanna Seddon, CEO of Millward Brown 
Optimor. “Our data shows that strong brands continue to outperform weak ones 
in terms of market share and share price during recessions.”

The most notable trends emerging from this year's BrandZ Ranking include:  

1. Established Asia vs Emerging Asia — Chinese brands continue to get 
stronger according to the new BrandZ Ranking. Seven brands in this year’s 
Top 100 come from mature Asian economies: Japan, Korea, and Hong Kong. 
Their aggregate brand value increased by only 7% in the last year (to 
$111bn).  In contrast, the value of the four Chinese brands that made this 
year’s BrandZ Top 100 increased by 51% (to $124bn).  China Mobile, Bank of 
China, China Construction Bank and ICBC are only just starting to expand 
beyond China so they have considerable potential for further growth.  

2. Continued Rise of the BRICs — Emerging markets play a key role in 
driving growth for international brands, for example Apple and Gucci.  The 
new BrandZ Ranking shows that domestic brands from emerging economies 
are gaining momentum. Chinese brands performed strongly and Russian-
based mobile operator MTS entered the ranking at number 89. MTS is the first 
Russian brand to make the Top 100 list with a brand value of $8.1bn. Other 
BRIC brands to watch in future brand rankings include Lukoil, Beeline, and 
Baltika from Russia, ICICI from India, as well as Brahma, Petrobras, and 
Bradesco from Brazil.  

3. Technology Boom — The technology sector (including mobile operators), 
which accounted for 28 of the top 100 brands, outperformed all other 
categories in this year’s BrandZ Ranking, with a brand value growth of 
$187.5bn. This is more than half of the Top 100’s total increase.

Commenting on this year's BrandZ Ranking, Eileen Campbell, Global CEO of 
Millward Brown said: "We've been tracking brand equity on WPP's behalf for 10 



years, so we know what hard work it is and what a fantastic achievement it is for 
any brand to achieve BrandZ Top 100 status.  We'd like to congratulate these 
companies for their extraordinary performance and commitment to the power of 
great brands and the role that effective marketing plays in building them.  
Particularly in a challenging global economy, we were delighted to see such high 
growth, reconfirming our assertion that sustained marketing support is a winning 
strategy, even in tough business conditions." 

The BrandZ Ranking is the only brand ranking based on primary research — it 
therefore reflects the perceptions of people who really count — brand users and 
consumers.  Derived from WPP's BrandZ database, the world's largest repository 
of brand equity data, the BrandZ study has interviewed more than one million 
consumers and business-to-business customers globally and covers thousands of 
brands worldwide. The BrandZ Ranking is the first study to cover both business 
and consumer brands and to include predictive metrics of future brand 
performance. Market performance metrics and financial data were obtained from 
Datamonitor and Bloomberg respectively.  

The complete BrandZ Ranking report with category and regional breakdowns as 
well as additional analysis is available online at 
www.millwardbrown.com/mboptimor, www.brandz.com and at www.ft.com

Media Contacts 

Miquet Humphryes  
Global Communications & Marketing Manager 
Millward Brown 
Tel: +44 1926 826179 
Mobile: +44 7824 836770 
miquet.humphryes@uk.millwardbrown.com



About the BrandZ Ranking 
Developed for WPP’s operating companies by Millward Brown Optimor, the BrandZ 
Ranking of the world’s Top 100 Most Powerful Brands is based on data from the 
BrandZ database. The BrandZ study, conducted annually by Millward Brown, 
measures the brand equity of thousands of global “consumer facing” and business-
to-business brands, and has interviewed over 1 million consumers and business-to-
business customers globally. Consumer perception of a brand is a key input in 
determining brand value because brands are a combination of business 
performance, product delivery, clarity of positioning, and leadership.  In addition to 
utilizing BrandZ data, the Top 100 ranking assesses Brand Value (using market and 
consumer research, in combination with financial data from Bloomberg and 
Datamonitor, to calculate and break-down intangible earnings), Brand Contribution 
(the brand’s effectiveness in driving business earnings), and Brand Momentum (an 
index of expected short-term brand growth). The ranking takes into account 
regional variations since even for truly global brands measures of brand 
contribution might differ substantially across countries.  

About Millward Brown 
Millward Brown (www.millwardbrown.com) is one of the world's leading research 
agencies and is expert in effective advertising, marketing communications, media 
and brand equity research.  Through the use of an integrated suite of validated 
research solutions — both qualitative and quantitative — Millward Brown helps 
clients build strong brands and services.  Millward Brown has more than 70 offices 
in 44 countries.  Additional practices include Millward Brown's Global Media Practice 
(media effectiveness unit), Millward Brown Optimor (focused on helping clients 
maximize the returns on their brand and marketing investments), Millward Brown 
Precis (PR measurement practice), Dynamic Logic (the world leader in digital 
marketing effectiveness), and BMRB (public sector, media and market research). 
Millward Brown is part of Kantar, WPP's insight, information and consultancy group.
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Welcome to the fourth annual 
BrandZ Top 100 Most Valuable 
Global Brands ranking

Let me begin with a brief explanation of  
what the ranking is about, why it’s important, 
and how it can help you and your business.

The BrandZ top 100 ranking is an authoritative 
ranking report about the most valuable brands 
in the world. The valuations are based on 
economic and market data and the proprietary 
consumer research from BrandZ – the world’s 
largest study of consumers and business-to-
business users’ brand preferences. The result 
is the most comprehensive and authoritative 
brand valuation available. 

As you look through the list of the top 100 
brands, you’ll see names that you recognize, 
names that evoke an emotional connection,
a respect for technical innovation, or a desire 
for cutting-edge design. These responses  
to brand draw customers, drive investment, 
and help assure long-term corporate stability. 

But like many of the important things in life,  
a brand is intangible. We know a brand 
through the impression it makes on us and 
others. When given a monetary value, a 
brand increases its power as a business 
driver and planning tool. Brand value 
enables us to measure fluctuations in brand 
influence and to compare brand strength 
relative to the competition.

Identifying a brand’s value is just the first step, 
however. How can we leverage a brand’s value 
to achieve important corporate objectives?
That’s where we can help.

Millward Brown Optimor helps companies to 
measure and understand the ROI from their 
brand strategy and marketing investment.  
We measure both the short and long-term 
effects of marketing activities and link them 
to the financial impact on the business.  
Understanding this is vital to secure the 
confidence of financiers, so that they provide 
the investment necessary to grow the brand.   
A strong brand can help protect the business 
from risk, and position it for future growth – 
the ultimate return on investment.   

Please accept this report with our 
complements and with confidence that 
the information it contains will broaden 
your understanding of leading brands 
and suggest possibilities that can benefit
your own brands. Feel free to contact 
me with any questions, or simply to have 
a conversation about how we can work 
together to achieve your brand objectives.

Sincerely,

Joanna Seddon 
CEO Millward Brown Optimor

Designed by Lambie-Nairn
www.lambie-nairn com
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Opportunities and Challenges
All of these trends and developments  
present opportunities and challenges for 
brand marketers.

Global reach adds growth, knowledge, and 
a hedge against the fluctuations of regional 
economies, but it does not by itself guarantee 
brand success. That requires effectively 
balancing brand heritage with the particular 
cultural expectations of each market. 

As personal, corporate, and category 
reputations suffered, brand strength endured, 
suggesting that the reservoir of brand trust 
runs deep. In this environment, brands have 
become more important and earning and 
sustaining customer trust remains the greatest 
guarantor of long-term brand success.
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Year-on-Year Growth in Total Category ValueSeriousness
Frugality is replacing conspicuous consumption 
across most categories. In personal care, 
for example, consumers are trading down 
to mid-level brands. Similarly, in spirits the 
premium brands benefit as consumers trade 
down from ultra premium. People are drinking 
more tap and less bottled water. And those 
who can afford to buy products at the top end 
are less likely to flaunt them.

Technology 
People are continuing to rely on technology 
to help organize, simplify, and add new 
capabilities to their lives. The mobile operator 
category is the biggest-growing in the ranking. 
And seven of the top 10 brands in the BrandZ 
Top 100 come from the technology or mobile 
operator categories.

THE TOP 100

4 Stay Positive
 Consumers are angry – at 
 government, at large institutions, 

at entire sectors. But they are not 
angry at your brand. Brand strength 
is stable over time. It is disrupted 
only when something new enters the 
market or when the brand upsets the 
relationship with consumers. It takes 
a lot to make that happen. A recent 
Millward Brown study of the financial
sector revealed that consumers are 
likely to aim their current displeasure 
at the sector or at certain high-profile 
individuals. The displeasure consumers 
feel, however, does not seem to 
dramatically alter their experience
with individual brands.
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Change in Category Value  
Innovations in handsets and activity in the BRIC 
markets drove growth in the mobile operator 
category. Generally, the rates of growth or decline  
in the other categories depended on whether they 
were well positioned during the global economic  
crisis (fast food) or not (financial institutions  
and insurance). 

Source: Millward Brown Optimor (including data 
from BrandZ, Datamonitor, and Bloomberg)
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Top 10 by Brand Momentum 
Brand momentum is a measurement 
predicting short-term growth prospects. 

The brands listed in this chart are expected  
to do well in the next year: Some because  
of the economic downturn, others despite it. 

Amazon has benefited from a shift to online 
purchasing as consumers, attempting  
to economize, try to control their shopping 
experience and find the lowest prices.  

Increased price concern has also helped 
discounters like Wal-Mart and ASDA.

The success of SUBWAY reflects both 
increased traffic at fast food restaurants and 
consumer preference for healthier menus. 

BMW’s high brand momentum indicates  
pent up demand during the recession,  
as customers may defer purchases but 
remain loyal to the brand.

The relatively strong Chinese economy 
accounts for the predicted growth of Baidu, 
China’s largest search engine.
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5 Think Value For Money
 Consumers always say 
 they seek value for 

money. Now they really 
mean it. Silly spending is 
over for now. Few can afford 
it. Those who can afford 
excessive spending do not 
want to seem vulgar to family 
and friends. Understatement 
is in. Focus your marketing 
communication to reframe or 
confirm perceptions of value.
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BRAND MOMENTUM  Top 10 With Highest Brand Momentum
# Brand Brand Value Brand 
  $M Momentum*

1 Amazon  21,294  10

2 SUBWAY  10,997  10

3 Baidu  5,768  10

4 Apple  63,113  9

5 Marlboro 49,460 9

6 Wal-Mart  41,083  9

7 BMW  23,948  9

8 Tesco  22,938  9

9 ASDA  5,413  9

10 Tim Horton's  3,843  9

Source: Millward Brown Optimor (including data 
from BrandZ, Datamonitor, and Bloomberg)

* The Brand Momentum Index runs from 1 (low) to 10 (high).
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Top 20 Risers 
This Top 20 risers chart lists the brands  
that gained the most in brand value  
year-on-year. It includes a diverse range  
of brands. 

The list includes financial, mobile, spirits, 
technology, retail, beer, fast food, coffee and 
cigarette brands, proving that you can build  
a strong brand in any category. 

While each of the brands has its own 
particular story, the top 20 risers can be  
split neatly into four groups:

Value  
ALDI, Auchan, McDonald’s and Wendy’s.

Brands fulfilling an increasing shopper 
desire for good value for money – due to a 
cheap price or high quality product. These 
brands successfully executed well-considered 
strategies to benefit from changing consumer 
behavior in today’s difficult economy.

BRICs
China Merchants Bank, BBVA, Chivas,  
ICBC, Johnnie Walker, Marlboro, Nivea  
and Rolex

While European and North American  
markets suffered from economic disruption, 
these brands rose in value primarily because 
they are based in, or trade in, one of the  
fast-growing BRIC economies. 

TOP 20 RISERS

TO
P 
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Technology
AT&T, BlackBerry, Movistar, O2 and Vodafone.

The stories vary, but each of these brands has 
exhibited a level of innovation and leadership 
that has resulted in substantial appreciation  
of brand value. A few of the mobile operator
brands share one other thing in common – 
exclusive country deals with Apple’s iPhone.

At Home
Nespresso, Amazon and Kronenbourg 1664 

As consumers try to save money in the 
downturn, there has been a resulting growth  
in brands that can be enjoyed at home.
By negotiating the current economic climate 
better than the competition and through 
product and marketing innovations,  
the brands listed here were well positioned  
to catch the prevailing winds. They are by 
definition leaders whose experience offers 
important lessons in building brand value.

6 Get Personal
Some of the world’s fastest     

 growing brands have been 
built by personalizing technology.  
The success of brands like 
Google, BlackBerry, Apple and 
Amazon is amazing. Each of these 
brands is delivering an experience 
that is not only easy, friendly 
and fun to use, but one that is 
customized to each user.
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 Top 20 Risers (Year-on-Year % Brand Value Growth)
# Brand  Brand Value 
   Growth

1 China Merchants Bank  168%

2 BlackBerry  100%

3 Amazon  85%

4 Wendy's  72%

5 AT&T  67%

6 ALDI  49%

7 Auchan  48%

8 Vodafone  45%

9 Johnnie Walker  42%

10 Kronenbourg 1664  41%

11 O2  36%

12 ICBC  36%

13 Rolex  35%

14 Movistar  34%

15 McDonald’s  34%

16 BBVA  33%

17 Marlboro  33%

18 Chivas  30%

19 Nespresso  27%

20 Nivea  24%

Source: Millward Brown Optimor (including data 
from BrandZ, Datamonitor, and Bloomberg)
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Value Grows for Chinese and  
Brazilian Banks
The sub-prime debacle, which originated in 
North America and rippled around the world, 
caused a year of enormous challenges and 
changes for the banks.

Many Western banks particularly exposed  
to the crisis have suffered significant
decreases in brand value as a result. Several 
investment banks have disappeared, and  
the total brand value of the financial institutions 
category dropped by 11 percent. HSBC is  
the UK bank least affected by the credit  
crisis: They were insulated by their strong 
presence in emerging markets.

Because of the volatility, the rankings in this 
category do not include a calculation for brand 
momentum, which assesses the prospects for 
short-term growth. Instead, the rankings show 
brand value as a percentage of business value. 
This calculation suggests that most brands 
can uphold the business in difficult times.

Not surprisingly, brands in the financial
institutions category that were less exposed  
to the credit crisis enjoyed healthier growth  
in brand value. 

The top three banks in brand value are 
Chinese. With 168 percent increase in brand 
value, China Merchants Bank leads all brands 
across every category in year-on-year brand 
value growth.

Bradesco — in the top 100 for the first time 
at number 98 — has increased significantly
in brand value because of the growing 
Latin American market. The Spanish banks, 
Santander and BBVA, also enjoyed significant
growth from expansion in Latin America.

FINANCIAL INSTITUTIONS
The two Canadian banks, RBC and TD held 
their brand value relatively well because of 
conservative lending policies dictated by 
government regulations. TD makes its debut 
in the ranking this year.

Payment Card Brands Remain Stable
Payment cards in general are doing better 
than banks. Determined to gain better control 
of their finances, consumers are increasingly 
relying on debit cards. This is why Visa, who 
offer debit as well as credit cards, and Amex 
which requires payment in full each month, 
are doing well.

Credit card brands are under intensifying 
pressure from an increase in customer 
defaults and a decline in customer spending. 
Lower-risk customers, meanwhile, are paying 
outstanding balances faster, reducing revenue.

To manage risk, the credit card companies 
are applying stricter standards for credit 
applications. While decreasing losses, this 
approach has slowed the acquisition of new 
clients. The companies have also raised 
interest rates and lowered credit limits.

To compensate for the consumer cutback 
in discretionary spending, particularly on 
travel, the card brands introduced incentives 
encouraging customers to use their cards for 
more everyday purchases.  

Visa makes its first appearance in the Top  
100 at number 36 following its IPO last year.

 Financial Institutions  
# Brand Brand Value Brand Brand Value as 
  $M Contribution % of Market 
    Capitalization*

1 ICBC 38,056 2 21% 

2 China Construction Bank 22,811 2 18% 

3 Bank of China 21,192 2 20% 

4 HSBC 19,079 2 15% 

5 Visa 16,353 3 37% 

6 Wells Fargo 16,228 2 15% 

7 Santander  16,035 2 24% 

8 Bank of America 15,480 2 20% 

9 American Express 14,963 3 61% 

10 RBC 14,894 3 34% 

11 Citi  14,608 3 33% 

12 BBVA 12,549 3 30% 

13 TD 10,991 3 36%

14 Chase 10,582 2 9%

15 Standard Chartered 8,219 2 43% 

*For Financial Institutions, we have chosen not to calculate Brand Momentum, 
given capital markets’ difficulty in assessing even near-term growth in the 
industry. We have instead chosen to publish Brand Value as a % of Market 
Capitalization, to show that most brands can uphold the business in difficult times.

Source: Millward Brown Optimor (including data from BrandZ, Datamonitor,  
and Bloomberg)

SECTORS

Brands in the financial institutions category that were less 
exposed to the credit crisis enjoyed healthier growth in  
brand value.  
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GAMING CONSOLES
Gaming Plays Well With  
At-Home Trend 
Sales of gaming consoles remain relatively 
strong despite the troubled economy, with 
2008 revenue up 13 percent in the U.S.

Drawn by product innovation and affordability, 
consumers purchased gaming consoles as a 
less-expensive home entertainment alternative 
to an evening out.

The leading players in the home console 
market are the Nintendo Wii, the Microsoft 
Xbox 360, and the Sony PlayStation 3, with 
total sales of 34.5 million units, 28 million 
units, and 20 million units, respectively.

Nintendo Wii revolutionized gaming by 
allowing the player to control the game 
with body motion rather than the traditional 
joystick. The console also encourages gaming 
as a social rather than a solitary pursuit, often 
crossing the generations in family groups.  
And it delivers all of these benefits at a 
competitive price.

This innovation was driven by the company’s 
core strategy, which is to appeal to a wide 
audience and to focus less on perfecting 
high definition graphics and more on 
revolutionizing the way people play games. 

The relatively expensive Sony PlayStation 3 
also reflects a corporate strategy. The console 
comes with a Blu-ray device, which can be 
used with a television to watch movies and 
helps Sony distribute its proprietary  
Blu-ray technology into the market.

The category’s leading brand, Nintendo DS, 
with about 34 million units sold, is a hand-
held console. While it can be played at home, 
its main advantage is its portability.

Portability poses a challenge to the gaming 
console category. Many of the latest  
mobile phones, such as the iPhone, come 
with interactive screens that can provide a 
portable console alternative.

The economy may challenge the industry,  
too. Reduced disposable income could have 
an immediate impact on sales. And any 
layoffs among game producers could have 
the long-term effect of reducing the supply 
of new, compelling games in an industry that 
depends on them.

Still, with more people spending time at 
home with family, seeking security and saving 
money, these difficult times could actually 
drive sales.

SECTORS

With more people spending 
time at home with family, 
seeking security and saving 
money, these difficult times 
could actually drive sales

 Gaming Consoles  
# Brand Brand Value Brand Brand Brand Value 
  $M Contribution Momentum Change

1 Nintendo DS 9,659 2 3 N/A

2 Nintendo Wii 8,256 3 5 N/A

3 Microsoft Xbox 360 4,581 3 8 N/A

4 Sony PlayStation 3 341 2 4 N/A

5 Microsoft Xbox 313 1 6 N/A

6 Nintendo Game Boy 222 1 3 N/A

7 Sony PSP 144 2 3 N/A

8 Sony PlayStation 2 119 1 2 N/A

9 Nintendo GameCube 96 1 2 N/A

Source: Millward Brown Optimor (including data from 
BrandZ, Datamonitor, and Bloomberg)

8 Listen Closely, Act Quickly     
and Communicate Loudly

 Among the ascendant brands 
today are Wal-Mart and McDonald’s. 
Yes, both brands are in the right place 
(low price) at the right time (recession). 
But their positioning is only part of the 
story. Several years ago, consumers 
objected loudly about Wal-Mart’s  
labor practices and the company’s  
negative impact on the environment.  
They criticized McDonald’s menu  
as unhealthy. Both brands listened,  
made changes, communicated  
effectively, and turned problems  
into opportunities.
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Luxury Dims, but Only Slightly
Three brands – Hermès, Gucci, and Rolex 
– have maintained double-digit growth in 
brand value.

This accomplishment is significant at a time 
when many consumers can no longer afford 
expensive products. And those who can 
often feel compelled to constrain spending, 
concerned that flaunting luxury badges
would project insensitivity and poor taste.

The luxury category has grown by 10 percent 
in brand value, driven mostly by demand 
in China and other developing markets. In 
addition, classic and timeless brands have 
done a better job of resisting the recession. 
As the most ubiquitous luxury brand, Louis 
Vuitton, which leads the category with a 
brand value of $19.4 billion, also benefited
from this trend.

LUXURY
All the luxury brands score high on brand 
contribution, reflecting the tight bond they 
have with customers. These scores have  
not softened, despite the economic pressure, 
suggesting that spending will resume when 
consumer confidence returns.

Luxury brands may benefit in a recession as 
customers reward themselves with affordable 
luxury treats. Some investment gurus have even 
suggested investing in luxury items as a more 
reliable return on investment than the stock 
market. Rolex watches, for example, often 
increase in value on the second-hand market.

Several luxury brands held secret sales late 
in the year to move excess stock without 
tarnishing their brand image. Brands such  
as Moët & Chandon, Gucci, and Louis Vuitton 
adjusted their messages to emphasize brand 
heritage, which resonates with the more 
reflective consumer mood.

After many years of high growth, with 
exciting and avant-garde designs and 
advertising, in 2008 Louis Vuitton went back 
to its heritage with the launch of the Journey
campaign, featuring celebrities such as Keith 
Richards and Sean Connery. The idea of the 
campaign is a celebration of Louis Vuitton's 
origins: travel and discovery, but also an 
invitation for consumers to live their lives as 
a journey. This was a masterstroke in the 
current times. People are looking for brands 
that they can trust, that have stood the test 
of time and that they perceive to provide 
value. Louis Vuitton's classic quality and 
timeless style play straight into this trend.

SECTORS

All the luxury brands score 
high on brand contribution, 
reflecting the tight bond
they have with customers

 Luxury 
# Brand Brand Value Brand Brand Brand Value 
  $M Contribution Momentum Change*

1 Louis Vuitton 19,395 4 7 5%

2 Hermès 7,862 4 6 13%

3 Gucci 7,468 4 5 15%

4 Chanel 6,219 4 6 -3%

5 Rolex 5,532 4 5 35%

6 Hennessy 5,403 5 7 0%

7 Cartier 4,913 4 3 -12%

8 Moët & Chandon 4,847 5 7 -2%

9 Fendi 3,469 4 4 5%

10 Prada 2,704 4 5 0%

Source: Millward Brown Optimor (including data from 
BrandZ, Datamonitor, and Bloomberg)

*08 brand values restated due to additional data inputs
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Mid-Level Brands Looking Better
Brand value in the personal care category 
is up two percent with mass market brands 
offsetting the decline in higher-end brands 
such as Lancôme and Estée Lauder.

Growth in the sector resulted mostly from  
the strength of the dental care brands. 
Colgate’s brand value rose 17 percent, driven 
in part by toothpaste innovations and new 
product launches. With 14 percent brand 
value growth, Unilever’s Signal is the second 
fastest growing dental care brand. As part  
of the money-saving trend, people are looking 
for products that they can use at home, rather 
than spending money at the dentist.

The higher-end personal care brands 
are particularly vulnerable in the current 
environment, and several are attempting  
to improve their appeal to younger clientele.  
This trend potentially benefits private-label
and mid-range brands.

The brand values of Nivea and Avon 
increased by 24 percent and 20 percent 
respectively, as people traded-down. Demand 
in Asia boosted sales of both brands.  
Avon also benefited from online purchasing.

PERSONAL CARE
Strong personal care brands that project 
heritage and stability may benefit as 
consumers, in turbulent times, seek emotional 
support from their favorite brands. Along with 
emotion, functionality also should continue
to propel the growth of certain brands. 

Gillette remains the number one brand in  
the personal care category, with a brand value  
of $22.9 billion, up 6 percent from a year ago. 
Its great success is due in part to a continuous 
innovation process, which has earned a 70 
percent share of the market for manual blades 
and razors. The Fusion razor, for example, 
is the first $1 billion product in Procter & 
Gamble’s portfolio. But Gillette isn’t just great 
at product innovation, it is also a great brand. 
The successful three heroes campaign is an 
example of a global brand adapting to local 
tastes. The “heroes” used in the campaign are 
changed depending on the country it is used in.

SECTORS

Personal care brands that project heritage 
and stability may benefit as consumers,  
in turbulent times, seek emotional support 
from their favorite brands 

 Personal Care 
# Brand Brand Value Brand Brand Brand Value 
  $M Contribution Momentum Change

1 Gillette 22,919 5 6 6%

2 L'Oréal 14,991 4 6 -9%

3 Colgate 12,396 4 8 17%

4 Avon 8,631 3 4 20%

5 Nivea 6,572 3 4 24%

6 Garnier 5,234 3 7 -5%

7 Lancôme 4,278 4 6 -2%

8 Oral-B 3,496 3 5 6%

9 Dove* 3,279 3 6 0%

10 Crest 2,924 4 7 3%

11 Olay 2,866 4 7 0%

12 Shiseido 2,405 4 7 -5%

13 Estée Lauder 2,122 4 2 -10%

14 Secret 1,863 4 7 -6%

15 Signal* 1,627 3 6 14%

* Unilever 08 brand values restated due to additional data inputs

Source: Millward Brown Optimor (including data from BrandZ, Datamonitor,  
and Bloomberg)

9 Stay Relevant
 Where consumers are trading 
 down, new opportunities 

abound. Some people are actually 
trading out of one category and into 
another. For example, out of coffee 
houses and into quality coffee to 
prepare at home. The winners will be 
the brands that move quickly to keep 
up with or even create these trends. 
One established brand working to stay 
relevant is Starbucks, which recently 
launched an instant coffee range.
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SPIRITS
Developing Markets Lift Spirits
The brand value of the spirits category is
up by 5 percent.

Much of this growth comes from sales 
in developing markets where economies 
continue to grow albeit at a slower pace.

Whisky sales, in particular, benefit from 
demand in these markets as expanding 
middle classes spend disposable income on 
brands that denote status. Two competing 
Scotch whiskey brands, Johnnie Walker and 
Chivas, grew by 42 percent and 30 percent, 
respectively, in brand value. They rank among 
the top 20 brands, across all categories, in 
year-on-year brand value growth.

One of the reasons for the increase in value 
for Johnnie Walker is the growing popularity of 
whisky in China. Their Keep Walking campaign 
has been extremely successful and it is much 
more than just a liquor.

Despite growth in the popularity of whiskey, 
Smirnoff and Bacardi remain the top two 
names ranked by brand value. Although a 
vodka and rum, respectively, the brands 
compete for a similar customer, one seeking 
fun and energy release compared with the 
whiskey customer’s focus on discernment 
and status.

In developed markets, weakened economies 
affect what spirits people purchase and where 
they consume them. To save money, and 
perhaps to appear less ostentatious, more 
individuals are switching to premium brands 
from super- or ultra-premium brands. For 
further savings, many are drinking off-premise 
at home or with friends to avoid restaurant 
and bar mark-ups.

Because the conventional wisdom holds that 
brands are built on-premise and volume is 
built off-premise, the shift in consumption 
venues brings special marketing challenges. 
Brand building needs to happen at every 
touch point, and more money is being spent 
on packaging.

SECTORS

Many are drinking off-premise 
at home or with friends to avoid 
restaurant and bar mark-ups

 Spirits 
# Brand Brand Value Brand Brand Brand Value 
  $M Contribution Momentum Change

1 Smirnoff 5,201 3 4 10%

2 Bacardi 3,519 3 4 0%

3 Johnnie Walker 2,571 2 4 42%

4 Jose Cuervo 1,984 3 3 -13%

5 Absolut 1,651 3 3 7%

6 Baileys 1,648 3 4 0%

7 Jack Daniel’s 1,621 4 7 1%

8 Chivas 1,073 3 6 30%

9 Gordon’s  694 2 2 -4%

10 Ballantine’s 656 3 5 11%

Source: Millward Brown Optimor (including data from 
BrandZ, Datamonitor, and Bloomberg)

10 Repeat Often:  
 My Brand Is Important
 Your brand is even more 

important today, when consumers 
are looking for the best buy in 
every category. For everyday 
essentials, a strong brand 
reassures people that they are 
getting the best buy. In categories 
such as luxury or cars, where 
the purchase may be deferred, a 
strong brand gets you on the short 
list for serious consideration.
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The BrandZ Top 100 Most Valuable 
Global Brands is created using
data from BrandZ, Bloomberg  
and Datamonitor.

Bloomberg

The Bloomberg Professional service is the 
source of real-time and historical financial 
news and information for central banks, 
investment institutions, commercial banks, 
government offices and agencies, law firms, 
corporations and news organizations in over 
150 countries. www.bloomberg.com

WITH THANKS
Datamonitor

The Datamonitor Group is a world-leading 
provider of premium global business 
information, delivering independent data, 
analysis and opinion across the Automotive, 
Consumer Markets, Energy & Utilities, 
Financial Services, Logistics & Express, 
Pharmaceutical & Healthcare, Retail, 
Technology and Telecoms industries.

Combining our industry knowledge and 
experience, we assist over 6000 of the 
world's leading companies in making better 
strategic and operational decisions.

Delivered online via our user-friendly web 
platforms, our market intelligence products 
and services ensure that you will achieve 
your desired commercial goals by giving you 
the insight you need to best respond to your 
competitive environment.  
www.datamonitor.com 

BrandZ
The BrandZ study, commissioned by WPP 
and conducted annually by Millward Brown, 
measures the brand equity of thousands of 
global “consumer facing” and business-to-
business brands, and has interviewed over 
1 million consumers globally. Consumer 
perception of a brand is a key input in 
determining brand value because brands 
are a combination of business performance, 
product delivery, clarity of positioning, and 
leadership. www.brandz.com

DATA SOURCES
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TECH TRIUMPHS WITH GOOGLE, MICROSOFT, APPLE AND IBM SCORING TOP MARKS 
IN MILLWARD BROWN’S RANKING OF THE WORLD’S MOST VALUABLE BRANDS 

BrandZ Top 100 worth over $2 trillion, a 40 percent growth over five years, strong 
brands outperformed the stock market and proved resilient in recession 

Wednesday April 28, 2010 – Strong brands prove their resilience to recession in the fifth 

annual Millward Brown Optimor BrandZ Top100 Most Valuable Global Brands ranking released 

today. When most key financial indicators plummeted, the value of the top 100 brands rose by 

four percent in the last year to more than $2 trillion.  The BrandZ Top 100, commissioned by 

WPP, is the only valuation in the world that takes into account customers’ opinions on brands 

and demonstrates this with a dollar value. 

 “In the past, many companies were quick to cut their marketing spend during a down 

economy,” said Joanna Seddon, CEO of Millward Brown Optimor.  “A new trend has emerged 

in the wake of the recession as more companies realized the importance of maintaining and 

even increasing budgets to support brand loyalty and engagement.” 

Other key findings include: 

Tech Takes All: Technology brands demonstrated their pervasiveness in our daily 

lives.  Google leads as the Most Valuable Global Brand worth $114 billion. IBM was 

second at $86 billion, an increase of 30 percent. In third place, Apple’s brand value 

grew by 32 percent and is now worth $83 billion, Microsoft was fourth with a value of 

$76 billion.  

Social Media in your Face(book): Facebook, the popular social networking site, 

entered the technology sector ranking for the first year with a brand value of $5.5 

billion.  Use of social media was a key trend across many of the successful brands this 

year, for example, HSBC’s highly successful Expat Explorer online community.   

All the BRICs in the Wall: The first Indian brand, ICICI, enters the Top 100 at 

number 45. This is the first year that all members of the BRICs have been represented 

with new entrants from China, Russia and Brazil. 

Banking on Brands: Taking the BrandZ Top 100 as a portfolio and comparing it to the 

S&P 500 over the last five years reveals that $1000 invested in the BrandZ Portfolio in 

2006 would now be worth $1185 compared to $885 invested in the S&P 500, proving 

that strong brands outperform the stock market. 

Strong Brands Bounce Back Higher:  Brands such as Samsung, the highest riser 

with an 80 percent growth in Brand Value, and Starbucks with an increase of 17 



percent are evidence that businesses with strong brands are able to recover from 

adversity faster.

Commenting on the ranking, Eileen Campbell, Global CEO of Millward Brown said: “This 

ranking has elevated the importance of building brands among some of the world’s most 

successful companies.  CEOs and CFOs around the world should be asking their brand and 

marketing teams how they can leverage brand to both protect and grow the business.” 

The Most Valuable Global Brands 2010 

Rank Brand Value in $ 

million 

Brand Value change 

from 2009 

1 Google 114,260 +14% 

2 IBM 86,383 +30% 

3 Apple 83,153 +32% 

4 Microsoft 76,344 0% 

5 Coca Cola 67,983 +1% 

6 McDonald’s 66,005 -1% 

7 Marlboro 57,047 +15% 

8 China Mobile 52,616 -14% 

9 GE 45,054 -25% 

10 Vodafone 44,404 -17% 

Download the complete BrandZ ranking, including regional and category breakdowns.   The 

rankings are also available as a free application for the iPhone, Nokia and BlackBerry from

www.brandz.com/mobile.
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The World's Most Powerful Brands List - Forbes

http://www forbes com/powerful-brands/list/[11/5/2013 2:24:47 PM]

9 BMW
26.3 5 73.7 - Automotive

10 Cisco
26.3 15 46.1 325 Technology

11 Oracle
25.9 50 37.1 79 Technology

12 Samsung
19.3 9 148.5 2,684 Technology

13 Disney
19.0 8 21.2 2,800 Leisure

14 Toyota
21.9 37 179.5 3,821 Automotive

15 Hewlett-Packard
18.3 13 127.0 1,200 Technology

16 Mercedes-Benz
21.8 54 88.2 - Automotive

17 Louis Vuitton
24.5 93 8.8 3,889 Luxury

18 Gillette
16.8 14 8.3 9,345

Consumer
Packaged
Goods

19 Honda
20.9 62 96.2 2,449 Automotive

20 Nescafe
17.4 27 10.1 - Beverages

21 AT&T
24.1 96 123.5 2,359 Telecom

22 Nokia
15.5 28 53.0 1,660 Technology

23 Budweiser
18.6 61 9.6 2,043 Alcohol

Wal-Mart
20.3 84 289.2 2,300 Retailing
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24

25 L'Oréal
14.5 26 10.4 8,620

Consumer
Packaged
Goods

26 Nike
15.9 47 21.8 2,711 Apparel

27 Pepsi
16.0 48 13.5 1,900 Beverages

28 Amazon.Com
10.2 4 47.0 1,400 Technology

29 Visa
12.6 25 9.2 870 Financial

Services

30 Siemens
13.6 40 100.7 - Diversified

31 SAP
15.3 64 18.7 - Technology

32 Audi
10.8 24 52.6 - Automotive

33 Nestle
10.0 16 10.0 -

Consumer
Packaged
Goods

34 American Express
17.1 89 23.2 2,996 Financial

Services

35 Canon
9.8 21 44.6 1,019 Technology

36 Pampers
8.5 12 10.2 9,345

Consumer
Packaged
Goods

37 Kellogg's
9.3 18 6.9 1,138

Consumer
Packaged
Goods

38 Sony
8.3 10 70.5 4,478 Technology

39 HSBC
15.2 88 102.2 - Financial

Services
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40 Nintendo
13.1 73 8.1 935 Technology

41 Dell
8.4 22 62.1 860 Technology

42 H&M
14.4 86 16.8 - Retailing

43 IKEA
10.9 55 34.5 - Retailing

44 Colgate
7.4 19 3.8 1,734

Consumer
Packaged
Goods

45 Volkswagen
7.0 17 142.0 - Automotive

46 Kraft
10.1 53 9.6 2,396

Consumer
Packaged
Goods

47 General Mills
3.5 2 2.4 914

Consumer
Packaged
Goods

48 Home Depot
9.0 45 70.4 846 Retailing

49 ESPN
11.5 80 9.8 2,800 Media

50 Johnson's
3.2 3 2.5 2,600

Consumer
Packaged
Goods

51 Coach
10.4 69 4.8 89 Luxury

52 Mastercard
6.8 31 6.7 841 Financial

Services

53 Adidas
6.8 34 13.4 1,865 Apparel

54 Starbucks
6.3 32 11.4 141 Restaurants

Verizon
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55 19.4 100 110.9 2,523 Telecom

56 Philips
6.2 33 30.9 1,285 Diversified

57 Rolex
6.5 35 4.5 - Luxury

58 Danone
9.8 77 13.6 -

Consumer
Packaged
Goods

59 Ford
7.9 56 132.5 4,100 Automotive

60 Gucci
11.9 95 4.3 - Luxury

61 Hershey
5.2 30 4.0 414

Consumer
Packaged
Goods

62 Blackberry
6.1 38 18.4 864 Technology

63 Frito-Lay
10.9 91 11.0 1,900

Consumer
Packaged
Goods

64 Thomson Reuters
10.7 90 7.5 - Media

65 LG
4.1 23 48.8 - Technology

66 Ericsson
9.2 78 34.6 - Technology

67 UPS
9.0 81 53.1 - Transportation

68 MTV
5.9 43 3.0 1,479 Media

69 Accenture
8.8 79 27.4 70 Business

Services

70 Avon
5.2 36 7.9 311

Consumer
Packaged
Goods
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71 Hyundai
5.4 41 45.4 - Automotive

72 Walgreens
5.1 39 72.2 271 Retailing

73 Facebook
13.1 99 3.7 28 Technology

74 Ebay
7.5 72 5.6 977 Technology

75 Lancome
5.5 51 3.8 8,620

Consumer
Packaged
Goods

76 Nissan
5.9 57 111.7 2,554 Automotive

77 HTC
4.7 44 15.7 - Technology

78 Target
4.4 42 68.5 1,360 Retailing

79 FedEx
5.3 52 42.7 421 Transportation

80 Caterpillar
7.0 74 60.1 - Heavy

Equipment

81 Boeing
5.7 58 68.7 - Aerospace

82 Chanel
6.2 67 4.2 - Luxury

83 Wells Fargo
10.5 97 87.6 607 Financial

Services

84 Hitachi
5.4 63 121.2 379 Technology

85 Hermès
7.7 87 3.9 203 Luxury

Gatorade
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86 4.8 59 3.3 1,900 Beverages

87 Lexus
6.9 82 16.6 3,821 Automotive

88 Lowe's
3.7 46 50.2 803 Retailing

89 John Deere
5.7 76 32.0 163 Heavy

Equipment

90 Subway
4.9 70 16.6 - Restaurants

91 Shell
7.3 92 470.2 - Oil & Gas

92 Wrigley's
4.4 71 4.3 -

Consumer
Packaged
Goods

93 Xerox
4.6 75 22.6 - Office

Equipment

94 Clorox
3.2 60 0.9 482 Consumer

Goods

95 Heineken
6.5 94 5.9 - Alcohol

96 Yahoo
3.7 66 5.0 148 Technology

97 Armani
3.1 65 2.4 - Luxury

98 Ralph Lauren
5.0 83 6.4 213 Apparel

99 Fox
8.5 98 10.4 2,400 Media

100 Kleenex
3.1 68 1.7 686

Consumer
Packaged
Goods

Sources: Penn Schoen Berland, Landor Associates; Thomson Reuters Fundamentals via FactSet Research System; Forbes.
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Sony on Top in Annual 'Best Brands' Harris Poll for Seventh Consecutive  -- re> ROCHESTER, N Y , July 12 /PRNewswire/ --

http://www prnewswire com/news-releases/sony-on-top-in-annual-best-brands-harris-poll-for-seventh-consecutive-year-55990337 html[10/24/2013 5:57:52 PM]
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Harris Interactive: Press Releases > Apple Is Still King, but Android-based HTC Follows Closely Behind as Top Mobile Phone Brands

http://www harrisinteractive com/NewsRoom/PressReleases/tabid/446/ctl/ReadCustom%20Default/mid/1506/ArticleId/1011/Default aspx[11/5/2013 3:01:50 PM]

Samsung Galaxy, SONY Tablet, Motorola Xoom, and Lenovo ThinkPad follow Apple iPad in the tablet computer category.

Though Apple leads the clustered field of mobile phone manufacturers, HTC-a relatively unknown player five years ago -
catapults to second in brand equity without doing any direct advertising and preferring a channel market strategy only. Apple
and HTC are followed by Samsung, LG, Motorola, and Sharp.

SONY is the Consumer Electronics King

Among consumer electronics brands, iconic SONY remains top-ranked and leads the pack. Also in the consumer electronics
space are brands such as Samsung, LG, Panasonic, Onkyo, Vizio, Toshiba, Pioneer, Sharp, and Philips.
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Canon is the Digital Camera of Choice

For their inner photographers, American consumers prefer Canon, a 2012 Harris Poll EquiTrend Digital Camera Brand of the
Year. Nikon and SONY take the second and third slots, with neck-and-neck equity scores. Kodak and Olympus also earn
equity scores above category average.

The E-Reader Brand of the Year is Kindle

Amazon Kindle is the highest ranked e-reader brand, according to the 2012 Harris Poll EquiTrend study. Barnes and Noble's
Nook lands in distant second.



Harris Interactive: Press Releases > Apple Is Still King, but Android-based HTC Follows Closely Behind as Top Mobile Phone Brands

http://www harrisinteractive com/NewsRoom/PressReleases/tabid/446/ctl/ReadCustom%20Default/mid/1506/ArticleId/1011/Default aspx[11/5/2013 3:01:50 PM]

HP Printers are Highest Ranked Imaging Brand

Hewlett Packard is the 2012 Harris Poll EquiTrend Printer Brand of the Year. It sits at the top of the list with a healthy lead
over second ranked brand, Kodak. Following closely behind Kodak are Canon, Xerox, Epson, Brother, and Samsung.

About Harris Poll EquiTrend

Harris Poll EquiTrend® is a leading Brand Equity tracking study conducted by Harris Interactive that measures and compares
brand health for more than 1,500 brands. The study was conducted online from January 31 through February 20, 2012 and
analyzes the responses of over 38,500 consumers on key measures of brand health - including how well the public knows a
brand, how positively they think of the brand and their consideration to do business with or donate to a brand. Each brand is
rated 1,000 times among respondents who are familiar with the brand. Harris Interactive has conducted its EquiTrend study
regularly since 1989, and can offer yearly trended data from 2005. The Equity Score, a key take-away from EquiTrend, has
been validated against financial performance by Georgetown University.

These statements conform to the principles of disclosure of the National Council on Public Polls.

For a complete listing of all the brands covered in the study, contact Dagney Cassella at 212-539-9600 or
dcassella@harrisinteractive.com.

About Harris Interactive

Harris Interactive is one of the world's leading custom and syndicated market research firms, leveraging research,
technology, and business acumen to transform relevant insight into actionable foresight. Known widely for the Harris
Poll® and for pioneering innovative research methodologies, Harris offers proprietary solutions in the areas of market
and customer insight, corporate brand and reputation strategy, and marketing, advertising, public relations and
communications research. Harris possesses expertise in a wide range of industries including health care, technology,
public affairs, energy, telecommunications, financial services, insurance, media, retail, restaurant, and consumer
package goods. Additionally, Harris has a portfolio of syndicated offerings that complement our custom solutions
while maximizing our client’s research investment.  Serving clients in more than 215 countries and territories through
our North American and European offices and a network of global partners, Harris specializes in delivering research
solutions that help us - and our clients - stay ahead of what's next. For more information, please visit
www.harrisinteractive.com.
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Other Tablet Computer brands in study ranked below category average (alphabetically): BlackBerry PlayBook (Tablet), Microsoft
Surface (Tablet), Motorola XOOM (Tablet), Nook HD Series

Another product category, another repeat Brand of the Year Brand of the Year title for Apple. For the second consecutive year, the
iPhone earns the 2013 Mobile Phone Brand of the Year title. HTC, Samsung and LG, each with Android phones in their lineups, also
outperform the category average.

Mobile Phone brands ranked above category average:

1 Apple iPhone - 2013 Mobile Phone Brand of the Year

2 HTC Phone

3 Samsung Phone

4 LG Phone

Other Mobile Phone brands in study ranked below category average (alphabetically): Blackberry Phone, Kyocera Phone, Motorola
Phone, Nokia Phone, Pantech Phone, Sanyo Phone, Sharp Phone, Sony Phone, T-Mobile Phone

Verizon clearly not phoning it in

Also scoring repeat Brand of the Year accolades in multiple categories, Verizon receives the top position in two mobile service
categories: the Pre-Paid Mobile Carrier Brand of the Year title (for the second consecutive year) and the Mobile Network Brand of the
Year title (for the third year in a row).

"Both Verizon brands receive strong scores straight across the board, including in the areas of Consumer Connection and Brand
Momentum," comments Flores.

AT&T also scores ahead of the category average for both of these categories, while TracFone Wireless outperforms the Pre-Paid
Mobile Carrier category average.

Mobile Network brands ranked above category average:

1 Verizon Mobile Network - Mobile Network Brand of the Year

2 AT&T Mobile Network

Other Mobile Network brands in study ranked below category average (alphabetically): Alltel Mobile Network, CenturyLink Mobile
Network, Cricket Mobile Network, Sprint Mobile Network, T-Mobile Mobile Network, Virgin Mobile Network, Vonage Mobile Network

Pre-Paid Mobile Carrier brands ranked above category average:

1 Verizon Wireless (no contract wireless phone) - Pre-Paid Mobile Carrier Brand of the Year

2 AT&T GoPhone (no contract wireless phone)

3 TracFone Wireless (no contract wireless phone)

Other Pre-Paid Mobile Carrier brands in study ranked below category average (alphabetically): Boost Mobile (no contract wireless
phone), Cricket Wireless (no contract wireless phone), MetroPCS (no contract wireless phone), NET10 Wireless (no contract wireless
phone), Virgin Mobile (no contract wireless phone)

HP sets the tone(r)

When it comes to printing, Hewlett-Packard continues to be recognized as the Printer Brand of the Year for 2013. HP maintains its
strength across all measures of Brand Equity, including Familiarity, Quality and Purchase Consideration, as well as Consumer
Connection and Brand Momentum, proving Americans still continue to connect with the brand.

Other brands ranking above the category average include Canon, Kodak, and Xerox, with Samsung moving above the category
average for 2013.

Printer brands ranked above category average:

1 HP Printing & Imaging - Printer Brand of the Year

2 Canon Printing & Imaging

3 Kodak Printing & Imaging

4 Samsung Printing & Imaging

5 Xerox Printing & Imaging

Other Printer brands in study ranked below category average (alphabetically): Brother Printing and Imaging, Dell Printing &
Imaging, Epson Printing & Imaging, Konica Minolta Printing & Imaging, Kyocera Mita Printing & Imaging, Lexmark Printing & Imaging,
Panasonic Printing & Imaging, Ricoh Printing & Imaging, Sharp Printing & Imaging, Toshiba Printing & Imaging

Newbie Newegg.com named Online Computer Retailer Brand of the Year
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http://www harrisinteractive com/NewsRoom/PressReleases/tabid/446/mid/1506/articleId/1245/ctl/ReadCustom%20Default/Default aspx[11/5/2013 2:20:39 PM]

Lastly, this year includes a new study category looking at where consumers shop for and purchase computers online. Newegg.com
rises to the top of this new study category to earn the Online Computer Retailer Brand of the Year title. While not the most Familiar
brand in this category, Newegg.com enjoys strong Quality and Purchase Consideration scores. Underlying Newegg.com's strong
Brand Equity score are strong Consumer Connection scores. Also ranking above the category average are Microsoft.com,
Store.Apple.com and BestBuy.com.

Online Computer Retailer brands ranked above category average:

1 Newegg.com - Online Computer Retailer Brand of the Year

2 Microsoft.com

3 Store.Apple.com (Apple Store)

4 BestBuy.com

Other Online Computer Retailer brands in study ranked below category average (alphabetically): CDW.com (Computer Discount
Warehouse), Dell.com, HPShopping.com (Hewlett Packard), Store.Sony.com, TigerDirect.com

Harris Poll EquiTrend® Methodology

A sample of 38,814 U.S. consumers ages 15 and over were surveyed online by Harris Interactive from January 11 through February 8,
2013 and the survey took an average of 35 minutes to complete. The sample was from the Harris Interactive online panel of
respondents, a database consisting of over a million cooperative respondents who have double-opted in to be randomly invited by
Harris Interactive to take part in online surveys. The total number of brands rated was 1,511. Each respondent was asked to rate a
total of 40 randomly selected brands. Each brand received approximately 1,000 ratings. Data were weighted to be representative of
the entire U.S. population of consumers ages 15 and over based on age by sex, education, race/ethnicity, region, income, and data
from respondents ages 18 and over were also weighted for their propensity to be online. This is the same precision weighting
approach Harris has used to become the leading online polling organization when calling elections.

The Brand Equity Index is the keystone to the EquiTrend program providing an understanding of a brand's overall strength. A brand's
Equity is determined by a calculation of Familiarity, Quality and Purchase Consideration. Brand of the Year is determined by a simple
ranking of brands.

An academic study concluded that when using the Harris Poll EquiTrend® Brand Equity model to determine brand value (as opposed
to a financially-based measure of brand value), the stock performance of the top brands consistently surpassed the market during
the 2008 financial downturn. The academic study findings appear in the September 2012 issue of the 

 in the paper titled, "The Performance of Global Brands in the 2008 Financial Crisis: A Test of Two Brand
Value Measures." The paper was authored by Johny K. Johansson, Claudiu V. Dimofte and Sanal K. Mazvancheryl.

About Harris Interactive

Harris Interactive is one of the world's leading market research firms, leveraging research, technology, and business acumen to
transform relevant insight into actionable foresight. Known widely for the Harris Poll® and for pioneering innovative research
methodologies, Harris offers proprietary solutions in the areas of market and customer insight, corporate brand and reputation
strategy, and marketing, advertising, public relations and communications research. Harris possesses expertise in a wide range of
industries including health care, technology, public affairs, energy, telecommunications, financial services, insurance, media, retail,
restaurant, and consumer package goods. Additionally, Harris has a portfolio of multi-client offerings that complement our custom
solutions while maximizing our client's research investment. Serving clients in more than 196 countries and territories through our
North American and European offices, Harris specializes in delivering research solutions that help us - and our clients - stay ahead of
what's next. For more information, please visit www.harrisinteractive.com.
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  Leadership is evolving.  
It must now be shared. 

CEOs, CMOs, and consumers  
all have the power to 
drive brand value.

Brands are where business 
strategy meets reality.

JEZ GINNI

MARK

BISH

CHIEKO
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The New Rules of Brand Leadership 
By Jez Frampton 

In our globalized, hyperconnected age, one question  
persists in boardrooms, corner offices, business 
schools, and conferences all over the world: What is  
leadership and how has it changed in the 21st century? 

Driven by rapid technological advancement, the 
digitization of nearly everything, and the ever more 
intricate interdependencies of the global market, 
the business landscape has transformed over the 
past two decades. Operating in a bewildering new  
environment in which little is certain, the pace  
is quicker and the dynamics more complex. Those  
who lead today’s brands can no longer rely on once  
immutable truths or principles of leadership hon-   
ored in times past. 

It is a new world. And as purchasing increasingly 
shifts from a physical experience to a virtual one 
and transaction-based interactions between brands 
and consumers shift to relationship-based interac-
tions, new skills and sensibilities are needed. Lead-
ership roles are converging, traditional structures 
are crumbling, the consumer’s voice carries more 
weight than ever, and less tangible strengths like 
emotional intelligence and psychological insight are 
just as key to leading a brand today as the ability to 
generate high ROI and increased shareholder value. 

THE NEW RULES OF BRAND LEADERSHIP
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You can’t control the  
conversation—so join it 

In the brave new world of social media, 
your brand is increasingly being shaped 
by consumer opinion and demand—and 
is decreasingly under your control. As 
many brands discovered (the hard way), 
something as seemingly insignificant as 
an ill-timed tweet can stir up a firestorm 
of negative publicity. While keeping 
communication to a minimum might 
seem the best way to avoid trouble  
online, sitting out of the conversation 
may be more risky. 

If you’re not doing what you say you’re 
doing or a mishap occurs, consumers are 
eventually going to find out. But being 
exposed doesn’t have to be a PR disaster— 
it can be an opportunity to open your doors, 
clear the air, and forge a deeper connection. 
Consumers can become valuable allies if 
brands address concerns—whether it’s 
about labor practices, product ingredi-
ents, or a controversial ad—instead of 
dodging issues or attempting to spin 
them. By opening up a space for real 
dialogue and actually listening to con-
sumers, you can learn more about what 
people really want, crowdsource ideas or 
gather insights that could help improve 
products and user experience. 

Don’t wait—innovate

While some brands stay focused on re- 
fining their products and moving tech-
nology forward that is relevant to their 
industry, other brands take things fur-
ther. Google, for example, has engineers 
and developers at its extreme innovation 
lab, Google[x], working on futuristic 
technologies such as its self-driving car 
and Project Loon, an internet service  
via balloons in the stratosphere. There  
is plenty of room for wild ideas and  
fresh approaches—especially those that  
just might work. However, whether  

it’s a subtle refinement or a category 
breakthrough, the important thing to 
remember about innovation is that  
when it hits the mark, it’s because a 
company has satisfied an unmet need. 

Another thing to remember about inno- 
vation is that just because you’ve been 
successful at something historically 
doesn’t mean you have to do it forever. 
To be truly innovative, you sometimes 
have to be willing to disrupt yourself. 
Amazon excels at this. The online behe-
moth disrupted book publishing, shook 
up all of retail and later the market it 
had come to dominate—books—by creat-
ing the Kindle.

Lead through design

Design-savvy brands appreciate the value 
of aesthetics and realize that consumers 
are just as drawn by a product’s visual 
appeal and functional elegance as they 
are by its specs and capabilities. Apple 
re-educated people on the importance  
of design. As a result, consumers in-
creasingly judge the quality of products 
on the basis of appearance—the design, 
packaging, and interface. In the auto 
industry, research has revealed that 
while consumers traditionally assessed 
a brand’s level of innovation on the basis 
of technology like GPS systems, they 
now take cues about innovation from 
exterior styling as smart features have 
become standard across the industry. 

Simply put, design matters, and today’s 
brands are increasingly aware that con- 
sumers want products to be “pretty” and 
well-designed. It’s not a huge leap to 
then assume that aesthetics and superior 
functionality will soon be demanded 
in all categories. Similarly, brands 
themselves will have to evolve their  
look and feel—from updated logos and 
richer websites to retail spaces that  
are not only stylish, but also stream- 
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As such, some brand leaders, under-
standably, feel overwhelmed or worry 
that they don’t know everything they 
need to know to stay on top. All are grap-
pling with today’s volatile environment 
in different ways, but all are looking to 
understand the landscape and master 
whatever skills are needed to excel and, 
more importantly, to connect and co- 
create with consumers in today’s more 
collaborative marketplace. To shed light 
on the leadership challenge before us—
and the evolving nature of leadership 
itself—we have identified a few areas 
where brands must pay particular atten-
tion in order to lead effectively in these 
tumultuous and exciting times. 

Imagine and advance a vision

Leadership only exists in the eye of the 
beholder—the follower. People purchase, 
pursue employment with, and recom-
mend brands they believe in, so if you 
want brand fans, loyalists, and ambassa-
dors, you must have a vision of the future 
that inspires—and you must communicate 

it. What story will unlock your employees’ 
potential or move consumers to identify 
with your brand and accept your offer 
enthusiastically? 

Look at the marketplace and try to under-
stand how it is changing. Peek beyond the 
visible horizon and imagine where the 
world might be, not just next quarter, but 
5, 10, or 20 years from now. Also, consider 
surveying employees and consumers—
their feedback might help you shape 
a vision that is timely, relevant, and 
speaks powerfully to a collective need. 

In recent years, many companies have 
been so focused on survival that they 
neglected to consider what their brands 
mean—or could mean—to people. Locked  
in austerity mode, they’ve been hunker-
ing down, reducing costs, increasing 
margins, and expecting low growth. But  
if brands really want to harness the power 
and potential of markets, big visions 
have to come back into the game. 

Today’s leaders face extraordinary 
new challenges and must learn to think 
differently about their role and how 
to fulfill it. Those who do may have 
an opportunity to change the world 
in ways their predecessors never 
imagined.
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the only way to avoid confusion and 
improve efficiency—which explains why 
companies that operate as a collection  
of silos tend to underperform. 

Whether collaborating across silos in your  
own organization, partnering with other 
organizations or NGOs, or co-creating 
with consumers—it is crucial for brands 
to get collaboration right. As the way  
we work continues to change, this fun-
da mentally social activity, founded on 
generosity and openness, will be the  
glue that binds disparate people and 
keeps things running smoothly. 

Make CSR strategic—and make  
a real difference 

Another area ripe for leadership is Cor-
porate Citizenship. With commodity 
prices rising, resource scarcity becoming 
a reality, and climate change advancing,  
sustainability is no longer just a money- 
saving add-on, it’s a key way to future- 
proof your business. Addressing social  
issues—from poverty to revitalizing public  
spaces—presents opportunities for your 
business to demonstrate core competen-
cies and show the world how innovative 
and compassionate your organization 
really is. This not only boosts reputation, 
but also shines a spotlight on what your 
company does best. Doing good, in other 
words, is simply good business.

The truth is, if you’re going to maintain 
the ability to attract investment and tal-
ent, lead your industry in innovation,  
and inspire consumers with your unique 
approach to building a better world, 
sustainability and corporate social 
responsibility will increasingly have to 
be at the heart of your business, not on 
the periphery. Rather than supporting a 
cause, especially one that is unrelated to 
your core business, consider becoming a 
cause. There are many problems in the 
world—how can you use the power of 

your brand and your company’s special-
ized skills to solve them? What role can 
consumers play?

We are all leaders

Long before the advent of the internet, 
in another tumultuous time in history, 
Martin Luther King Jr. spoke eloquently 
of the “inescapable networks of mutu-
ality” and reminded us that we are all, 
regardless of our position, “tied together 
in a single garment of destiny.” Consum-
ers and brands, too, are now connected in 
unprecedented ways. 

In a very real sense, brands and consum-
ers aren’t just “doing business”— we are 
knitting the fabric of global civilization. 
The progress of the world depends on the 
strength of each person’s willingness 
to participate, listen, learn, and share. 
As each of us develops our leadership 
capabilities, the power of our actions, 
thoughts, and example is transmitted to 
others. In turn, they are better able to un-
lock their own potential to serve. In this 
way, consumers and brands, working in 
tandem, can have a far-reaching impact. 

Today’s leaders face extraordinary new 
challenges and must learn to think differ-
ently about their role and how to fulfill it. 
Those who do may have an opportunity to 
change the world in ways their predeces-
sors never imagined. 

—   Jez Frampton 
Global Chief Executive Officer  
Interbrand
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line the shopping ex perience through 
technology. Dazzling consumers, dif-
ferentiating your brand, strengthening 
your image, and nurturing a culture of 
innovation—design makes it all possible. 

Invest in people

There’s an old proverb that says: “If 
you are planning for one year, plant 
rice. If you are planning for 10 years, 
plant trees. If you are planning for 100 
years, plant people.” If you’re going to 
stay ahead, you’ve got to have the best 
people—and you’ve got to know how to 
retain them. To attract talent, partic-
ularly Millennials, you’ve got to know 
what they’re looking for and how they 
judge companies, and then cultivate  
that kind of culture. 

With more “digital natives” joining your 
ranks, providing an internal infrastruc-
ture that feels like the world they love 
outside of work is one way to keep them 
happy and turn them into brand ambas-
sadors. Internally, do away with outdated 
workflow technology and give employees 
the digital tools they are already using. 
From flexible hours and daycare services 
to special perks and continuing education, 
the most admired companies put thought 
into creating a place where people want to 
work and take the time to nurture talent 
that will keep their organization strong 
for years to come.

Get comfortable with Big Data 

Trendsetters like Apple, our new #1 Best 
Global Brand this year, and sectors that 
specialize in delivering extraordinary 
service such as hospitality, are con-
stantly raising the bar for customer 
satisfaction. What is the role of 
lead ership when it comes to creating 
fantastic brand experiences? Today, it is 
absolutely essential to gather insights 

and information that shed light on 
what customers want.

The catch is that nearly every major brand  
is collecting structural data, which 
attempts to paint a picture of consumers 
based on transactional behavior. This 
can tell companies where people spend 
their money, but it doesn’t reveal a whole  
lot about what they think and feel, or 
why they really buy what they buy. 

Going forward, the big challenge will be 
parsing through unstructured data. This 
will involve combing social media data 
for deeper insights about customer pref-
erences—how wide their social groups 
are, what their interests are, what colors 
they prefer, and so forth. As collecting 
massive amounts of data becomes the 
norm, the brands that will lead in the 
years ahead will be those that can glean 
meaning from that data and devise 
actionable strategies to surprise and 
delight customers at every touchpoint. 

Don’t dominate, co-create

Collaborative leadership is a crucial,  
yet poorly understood, new form of 
leadership. 

As organizations slowly diffuse across 
time zones and work becomes more 
virtual, the old corporate ladder is being 
replaced by a corporate lattice that allows  
information, development, and recogni-
tion to flow along horizontal, vertical, 
and diagonal paths. The lattice model 
makes it possible to structure work, 
build careers, and foster participation in 
more collaborative and customized ways. 

The fact is, organizations are more 
complex than they used to be. Getting 
any product or service into the market 
involves more people and processes than 
ever before. With so many moving parts, 
collaboration across an organization is  
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Every so often, a company changes 
our lives, not just with its products, 
but with its ethos. This is why, 
following Coca-Cola’s 13-year run 
at the top of Best Global Brands, 
Interbrand has a new #1 — Apple.

Best Global Brands 2013

The company has announced that the Mac 
Pro will be assembled in the US, which 
demonstrates that Apple has taken criti-
cism over Foxconn worker conditions in 
China to heart. The brand’s environmental 
commitments also appear to be growing: 
Apple is still the only company in the tech 
industry whose entire product line exceeds 
US Energy Star specifications and a new 
solar facility—the largest privately owned 
solar array in the US—is now fueling its 
North Carolina data center. The company 
plans to achieve 100 percent renewable 
energy for its data centers and facilities 
worldwide and already has a second solar 
facility scheduled to be operational by the 
end of the year. In a move that may further 
shore up its reputation, Apple hired former 
US EPA chief, Lisa Jackson, as its first VP of 
Environmental Initiatives. 

However, its reputation has taken a few 
hits this past year, including being found 
guilty by a US court of conspiring with 
publishers to fix the price of e-books 
bought via iTunes; the ongoing Apple vs. 
Samsung patent trials; allegations around 
treatment of workers at a supplier (Foxconn) 
in China; and a US Senate hearing examin-
ing the company’s “highly questionable” 
tax minimization strategies. On the plus 

side, a portfolio of blockbuster products, 
promising upgrades, and new and improved 
services are sure to remind users—and 
investors—what they love about Apple. 

The focus for the future is clear: Apple must 
succeed in slowing Samsung’s momentum 
and capture the booming Chinese mobile 
market. Whether or not the brand can 
accomplish this remains to be seen, but 
one thing is certain: The world is waiting 
for the next iteration of Steve Jobs’ classic 
“one more thing” announcement, and clear 
proof of his declaration that the brand’s 
“brightest and most innovative days are 
ahead of it.” 

Whether that innovation turns out to be the 
iWatch or something completely unexpected, 
it’s Apple’s ability to “think different”—
truly different—and to deeply consider our 
needs that will keep it on, or near, the top 
for years to come.
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Every so often, a company changes our 
lives, not just with its products, but with 
its ethos. This is why, following Coca-Cola’s 
13-year run at the top of Best Global Brands, 
Interbrand has a new #1—Apple. Few 
brands have enabled so many people to do 
so much so easily, which is why Apple has 
legions of adoring fans. For revolutionizing 
the way we work, play, and communicate—
and for mastering the ability to surprise 
and delight—Apple has set a high bar for 
aesthetics, simplicity, and ease of use that 
all other tech brands are now expected to 
match, and that Apple itself is expected to 
continually exceed. 

From our perspective, Apple’s internal 
brand strength has remained steady. CEO 
Tim Cook has assembled a solid team that 
is aligned around the Apple vision, which 
has allowed them to deliver against the 
promise time and time again. There’s  
been a lot of change at the top in the last  
12 months, but the alignment of both hard- 
ware and software design under Jonathan 
Ive is a major step toward maintaining 
focus. A shrewd move, perhaps, given the  
stiffer than ever competition over the last  
12 months: Samsung is now the world’s 
most profitable smartphone manufacturer, 
Google has expanded Android and its maps 
still seem to be the “preferred” route, and 
Windows Phone 8 certainly raised more 
than a few eyebrows.

Apple reached a financial pinnacle in 2012 
when it became the most valuable company 
of all time. The peak value was not sustained, 
however, but the brand’s financial perfor-
mance in 2012 was even stronger than 2011 
and, on a product and popularity basis, 
Apple continues to whet appetites for more.

Today, there are 72 million Macs in use,  
and in the last five years, Mac sales have 
grown an average of 15 percent annually, 

compared to an average of three percent a  
year for the PC market as a whole. The 
iTunes App Store, which turned five this 
year, has crossed the 50 billion app download 
mark and the brand’s trendsetting retail 
stores (research company RetailSails) are 
performing 17 times better than any other 
physical retail store—a fact which seems to  
justify the trademark Apple received for its 
distinctive design and layout earlier this year. 

With the customer at the nexus of everything 
it does, Apple continues to respond to emerg-
ing needs, improve its products, and break 
new ground in design and performance. The 
next Mac OS X, Mavericks, promises to keep 
users’ digital lives flowing seamlessly from 
device to device, and the new MacBook Air 
boasts “all day” battery life. 

Living up to the brand’s iconic “Think 
Different” campaign, Apple’s designers and 
engineers reimagined the operating system 
that powers the iPhone, iPad, and 
iPod touch. Incorporating a more sophis- 
ticated tool to help protect users’ data and  
discourage theft, iOS 7’s innovative new 
features include an activation lock, which 
prevents a stolen phone from being re- 
activated, even if a device is wiped. Spec-
ulation is rife about a possible iWatch, 
with Cook recently hiring former Yves 
Saint Laurent CEO Paul Deneve to head up 
special projects, which may or may not 
include wearable computer chic, and Nike’s 
FuelBand developer, Jay Blahnik. But the 
real breakthrough (as if responding to those 
who questioned the company’s ability to 
keep innovating) could be an upcoming 
smaller, mightier incarnation of the Mac 
Pro. Leaving the traditional tower behind, 
the Mac Pro’s new tower is radically differ-
ent: a cylinder-shaped design, built around 
a thermal core, that is just one-eighth the 
volume of the previous machine while 
offering double the computing power. 

Apple
+ 28%
98,316 $m
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WRITE 
YOUR 
OWN 

RULES

“ I think you should 
rarely follow the rules.  
If you follow things in 
a formulaic manner, 
you will wind up being 
the same as everybody 
else. I think you need to 
write your own rules.”

— Tim Cook, CEO, Apple





Best Global Brands 2013

Cisco continues to focus on growing its 
presence in the B2B space, building on 
shifts it experienced last year. Under the 
guidance of CMO Blair Christie, Cisco, a 
brand that only a few years ago was known 
for using its “Human Network” campaign 
to straddle both the corporate and consumer 
worlds, has managed to reposition into 
what seems to be a more comfortable role 
as the network enabler of businesses large 
and small. To help businesses monetize 
“the data in motion” in their networks, 
Cisco launched several mobile solutions 
earlier this year, including Cisco Quantum, 
enabling greater network programmability. 
Cisco describes data in motion as “real-time 
and near real-time data generated by mobile 

and fixed connections between people, 
things, and processes.” The result of more 
than USD $1.5 billion in acquisitions, Cisco 
Quantum is part of a broad acquisition 
strategy for the brand, including areas such 
as security and virtualization. The company 
is successfully setting itself up to be a go-to 
for IT leaders looking to make the most out 
of the new era of interconnected devices, 
data, and systems. Cisco’s recent shift to 
a brand platform focused on “The Internet 
of Everything” suggests that this move isn’t 
just a short-term reaction to immediate 
requirements, but a bigger, longer-term bet 
that the world will continue to need a com-
pany to guide us through the increasingly 
complex connected world of tomorrow. 

HP, one of the world’s largest technology 
organizations, is refocusing on cloud, mo-
bility, Big Data, and a new style of IT. In 
June 2013, HP announced a partnership with 
Google to offer small- and medium-sized 
businesses “IT in a Box”—a one-stop-shop 
technology solution—as well as launching 
HAVEn, a Big Data analytics platform. In 
recent years, the brand has undergone 
significant changes in both visual identity 
and tagline—from “Invent” to “Let’s Do 
Amazing,” to the current “Make It Matter.” 
Hopefully, HP can stick to this idea and 
make it last; these rapid changes create 
the appearance of uncertainty when the 
company most needs to demonstrate 
stability and resolve. On the consumer 

product front, HP continues to blur the 
lines between desktop, laptop, and tablet 
with mobile all-in-ones (e.g., HP ENVY 
Rove), tablets with attachable keyboards 
(HP ENVY x2), and touchscreen desktops 
that recline. As the PC category contin-
ues its decline, HP will once again enter 
the smartphone market, perhaps before 
the end of 2013. HP has failed here in the 
past with the acquisition and subsequent 
shutdown of Palm, so industry pundits see 
the resurrection of a mobile division as a 
critical moment in HP’s turnaround story. 
With the business focused, now is the time 
to ensure that the brand clearly brings HP 
to life across every experience.

Cisco
+ 7%
29,053 $m

HP
– 1%
25,843 $m

2012 was the most successful year in the 
history of the BMW brand. The brand 
topped US luxury auto sales for the year, 
and increased car sales 40 percent in the 
Chinese market. Sustainability and urban 
mobility are a huge focus for the brand, 
which is evident in the upcoming launch 
of the BMW i3 model. Mobile apps are 
supporting its vision for urban mobility, 
including Chargepoint, which shares 
information on electric vehicle charging 
stations. Its flagship London showroom for 
its i series of electric and hybrid vehicles, 
located on the city’s exclusive Park Lane, 
underlines how BMW is positioning its new 
range at the premium end of the market. 
BMW projects that the US and China will  
be its largest markets for electric vehicle 

sales, followed by Europe. Much depends, 
however, on how quickly China’s govern-
ment can provide an infrastructure for EVs. 
BMW enjoyed a halo effect from sponsoring 
the London 2012 Summer Olympic Games, 
paving the way for its 2013 “Designed for 
Driving Pleasure” campaign. BMW’s 
360-degree Olympics platform included 
providing vehicles and bicycles, first-time 
sponsorship of Team USA, and an on-site 
brand pavilion—a significant commitment 
that helped lead to the brand’s biggest year 
to date. As pure driving pleasure and car 
ownership become less of a demand driver, 
BMW must meet consumers’ evolving- 
needs while fending off traditional com-
petitors and new entrants such as Tesla.

Disney continues its multichannel  
approach to building branded franchises 
that can stretch across the many facets of 
family entertainment. With both strong 
horizontal and vertical integration across 
all parts of the Disney-branded empire, the 
brand still has a unique ability to take a core 
idea, develop it through film and televi-
sion, then extend the property into toys and 
merchandising, theme parks and resorts, 
DVD sales, and video games. Challenges 
remain, however, particularly around its 
continued reliance on blockbuster movie 
titles to drive value throughout the ecosys-
tem. As The Lone Ranger’s recent disappoint-
ing opening illustrates, Disney’s studio 
arm can no longer count on box-office hits, 
even though solid performers such as Brave 

continue to fuel a slew of merchandising 
opportunities from toys to rides. Disney 
garnered significant buzz among gamers for 
its long-anticipated Disney Infinity video 
game platform that debuted August 18, 2013 
with its Toy Story in Space Play Set. Bridging 
the gap between action figures and gaming, 
bringing characters from Disney and Pixar 
into a single environment, it’s a prime 
example of Disney’s ability to find ways to 
dig deep into its catalog to engage a new 

generation. As long as Disney can continue 
to evolve how its core brand delivers against 
the ideas that have made it relevant for 
generations, the company will continue to 
be one of the world’s most valuable enter-
tainment and media powerhouses for the 
foreseeable future.

BMW
+ 10%
31,839 $m

Disney
+ 3%
28,147 $m
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Oracle continues to be a leading provider of 
business hardware and software systems. 
In February 2013, Oracle’s purchase of 
Acme Packet for USD $2.1 billion not only 
enhanced its communications product  
offering, but also signified its expansion 
into the networking equipment market. 
In June 2013, Oracle announced that it had 
formed a partnership with Dell, and later 
that same month, a partnership with  
Microsoft was announced that would 
enable Java developers to use Oracle tools. 
Days later, Oracle formed alliances with 
both Salesforce.com and NetSuite, two of 
the fastest growing companies in cloud 
computing. More recently, Oracle empow-
ered Java and aspiring developers world-
wide, introducing a series of programs to 
“Make the Future Java.” The programs allow 

developers to share their enthusiasm for 
Java, expand their technical skills, feel a 
sense of community, and be active partici- 
pants in developing the next generation  
of Java innovation. Going forward, Oracle 
will need to focus on improving its image.  
A recent New York Times article noted, “Oracle 
is battling an image not of growing up,  
but of growing old.” As brands with loyal 
users, such as Google, continue to play a 
leading role in the technology sector,  
Oracle must ramp up its brand messag-
ing efforts and initiatives, establishing 
stronger emotional connections with 
consumers. Doing so will ensure Oracle 
remains relevant and will firmly position 
the company as an innovative leader in a 
constantly evolving industry.

Best Global Brands 2013

Oracle
+ 9%
24,088 $m

Continually improving the customer expe-
rience, Amazon aims to deliver the widest 
selection of products at the lowest prices 
with minimal hassle. The e-commerce 
innovator differentiates itself from rivals 
with initiatives such as Amazon Appstore, 
providing a comprehensive mobile experi-
ence. Preinstalled on Kindle and compatible 
with Android devices, the Appstore makes 
recommendations based on past purchases 
and offers “coins” to US customers as digital 
currency. The brand also expanded into new 
businesses such as TV set-top boxes, online 
advertising, original programming via 
Amazon Studios for its Emmy award- 
winning Prime Instant Video service, and 
3-D smartphones. With customers buying an 
estimated 3.5 billion items last year, Amazon 
is targeting a wider audience, offering  

luxury goods, social game platforms, and 
digital music via Autorip. The strategic acqui- 
sition of Goodreads, a social book recom- 
mendation site, builds on Amazon’s well- 
established online book retailing expertise, 
fostering a community of bibliophiles. 
The brand has thus successfully built an 
intimate relationship with its customers 
without being perceived as intrusive. 
However, the issue of tax avoidance in the 
UK demonstrates that Amazon’s expansion 
plans must be checked with responsibility 
and prudence, or it faces risks to its brand 
reputation. Looking ahead, CEO Jeff Bezos 
(who raised eyebrows with his personal sur-
prise purchase of The Washington Post) and his 
leadership team must be mindful of local 
needs to deliver a consistent Amazon brand 
experience to a global audience.

Amazon
+ 27%
23,620 $m

Gillette maintains its leadership position 
thanks to the brand’s internal clarity, ensur- 
ing consumers have a distinct understand-
ing of what the Procter & Gamble-owned 
brand has to offer. P&G commands a whop-
ping 70 percent share of the global razors 
and blades market, with Gillette at the 
heart of that success. The brand continues 
to benefit from an increase in demand for 
men’s grooming products in fast-develop-
ing markets, especially in India. One way 
Gillette drives this demand is through its 
longstanding strategy of tying its market-
ing efforts to sports partnerships. Strategic 
social marketing generated roughly 870,000 
views of its Facebook page, where, for 
example, runners could enter their race bib 
number and be instantly tagged in photos 
during the Malta Marathon. Additionally, 

Gillette sponsors sporting events such as 
the Gillette Future Champs tournament in 
Saudi Arabia, and is also featuring McLaren  
Racing in ads during the Formula One 
season. A sexy integrated marketing 
campaign, “What Women Want,” created 
significant buzz, featuring Kate Upton, 
Genesis Rodriguez, and Hannah Simone.  
On the Corporate Citizenship front, Gillette’s  
Boston headquarters is one of 45 P&G  
facilities worldwide to achieve zero waste  
to landfill status, while a UK factory is  
composting waste generated from the  
production of the brand’s shaving foam.  
Its commitment to sustainability extends 
beyond renewable energy to greener pack-
age design that has reduced the weight  
of its packaging 20 percent and the amount 
of plastic used by 57 percent.

LVMH Moët Hennessy CEO Bernard Arnault 
recently told the Financial Times, “What 
interests me is that in 15 years’ time, Louis 
Vuitton is still the leading luxury brand.” 
Louis Vuitton has been reinforcing its posi - 
tion within the high-end segment of the 
luxury market and balancing its massive 
global presence with the objective of lever-
aging luxury and exclusivity. To prevent  
the risk of overexposure, the brand is con-
centrating on limiting its own visibility.  
The monogrammed product that has helped  
Louis Vuitton to attain its strong status with  
global consumers is becoming synonymous 
with accessible luxury. The 2013 LVMH  “Les 
Journées Particulières” event allowed the 
Louis Vuitton brand to highlight its crafts-
manship. The brand has also been focusing 

on satisfying consumers’ desire for customi-
zation and has succeeded in expanding its 
position in the fast-growing timepieces 
market and jewelry. It plans to launch its 
exclusive LV fragrance from Master Perfumer 
Jacques Cavallier-Belletrud next year, as 
well as new stores, with openings limited  
to key countries. Additionally, Louis Vuitton  
has opened two new iconic stores. One is  
dedicated exclusively to luxury jewels and 
is located in Place Vendôme and the sec ond  
is its first “Cabinet d’Écriture” on the Place 
Saint-Germain-des-Prés in Paris, constructing  
deeper and more substantive engagement 
and storytelling around the art of writing. 
The brand recorded outstanding results 
because of its ability to move into a more 
high-end segment of the luxury market.
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Gillette
+ 1%
25,105 $m

Louis Vuitton
+ 6%
24,893 $m
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HAVE A 
MEANINGFUL 

IMPACT

“ My job as a leader is to 
make sure everybody  
in the company has 
great opportunities and 
that they feel they are 
having a meaningful 
impact and are 
contributing to the  
good of society.”

— Larry Page, CEO & Co-Founder, Google



Philips is an example of a brand commit-
ted to aligning its business priorities with 
its brand strategy. The brand’s Accelerate! 
program continued to drive operational 
excellence, increased speed to market, and 
decreased innovation turnaround time 
while making the brand more responsive to 
customer needs. Leadership is focusing on 
the brand itself as a unique strength of its 
business system, aligning strategy with a 
mission to deliver meaningful innovation to 
customers. Last year’s move to transfer its 
television business into TP Vision, a joint 
venture with Hong Kong’s TPV Technology,  
freed Philips to, as CEO Frans van Houten 
noted, “focus on expanding market lead-
ership positions across our Healthcare, 
Consumer Lifestyle, and Lighting sectors.” 

Philips also sold its Lifestyle Entertainment 
division to Japan’s Funai Electric Co. earlier 
this year, which had purchased Philips’ 
North American TV and DVD operations 
in 2008. Philips is thus building on its 
strong brand equity to generate important 
licensing revenues. As the brand divests its 
home entertainment business, shifts its 
Consumer Lifestyle segment toward health, 
and increases its focus on B2B initiatives, 
the question for the future remains how 
Philips will ensure a consistent brand experi-
ence and customer understanding across 
more than 30 diverse product categories and 
more than 100 countries, which is no trivial 
task. It remains to be seen how Philips will 
balance conflicting pulls to diversify and to 
specialize in its highly competitive industry.

Best Global Brands 2013

This year has been one of little change 
for the Accenture brand. It continues to 
see success from the global advertising 
campaign it launched in 2011 after the quick 
cancellation of its long-running campaign 
featuring Tiger Woods. This new campaign 
features success stories and proof points 
of Accenture’s ability to continuously and 
seamlessly deliver on its tagline, “High 
performance. Delivered.” across industries 
and geographies. The brand continues to 
explore new ways to deliver high per-
formance to its clients in ways that are 
meaningful to them, and the integration 
of digital agency Fjord into Accenture 
Interactive in early 2013 marks another step 
toward digital expertise. Accenture further 
expanded that digital expertise through a 

recent strategic investment and expansion 
of its relationship with Apigee, providers 
of an enterprise-grade API management 
platform, forming a global alliance to de-
liver solutions that help clients more easily 
build mobile applications and connect 
enterprise systems. The brand has also 
demonstrated commitment in its Corporate 
Citizenship efforts, doubling its 2012 “Skills 
to Succeed” goal of equipping 250,000 people 
globally with the skills to get a job or build a 
business to 500,000 in 2013. Ever delivering 
against its tagline, the mission of “Skills to 
Succeed” is to give people around the world 
the opportunity to deliver high performance 
in their own right, showing why Accenture 
remains one of the world’s leading manage-
ment consulting organizations.

Accenture
+ 8%
9,471 $m

Philips
+ 8%
9,813 $m

For more than 100 years, L’Oréal has main-
tained a tenacious focus on pushing the 
boundaries of beauty innovation. Carrying 
out its mission of beauty for all, it leverages 
diversity, staying relevant to a variety of 
markets. For the first time ever, L’Oréal’s 
New Markets division is the company’s 
number one sales zone, now representing 
about 40 percent of total cosmetics sales. 
The brand opened offices in the Middle East 
and Africa and plans to open the L’Oréal 
Professional African Salon Institute in 
South Africa later this year, following the 
opening of facilities in India, China, and 
Brazil. The focus on innovation was evident 
in 2012 through a USD $1.05 billion R&D 
investment and 611 registered patents with 

a focus on customizing products in tune 
with local markets. Viego ranked the brand 
among the world’s most responsible, a 
clear sign of L’Oréal’s commitment to global 
sustainability. The UNESCO/L’Oréal prize 
“For Women in Science” is also a relevant 
illustration of its commitment to Corporate 
Citizenship. L’Oréal has stayed true to its 
mission throughout the years of offering all 
women and men across the globe the best 
of cosmetics innovation in terms of quality, 
efficacy, and safety. The outlook for L’Oréal 
seems strong with growth continuing in 
the New Markets division. The future will 
tell how the brand will continue to leverage 
all these innovations, building on its  
heritage and global presence expansion.

L’Oréal
+ 12%
9,874 $m

“Made to measure, managed for good” 
effectively sums up the last year for Gucci. 
Following Spring/Summer Men’s Fashion 
Week 2013, Gucci’s first menswear flagship, 
a 500-square-meter Made-to-Measure 
retail store, focusing on tailored suits and 
made-to-order shoes, opened in Milan’s 
historic Brera district. Traditionally, Gucci 
has focused on strategic alliances with ce-
lebrities as both brand ambassadors and in 
support of its Corporate Citizenship efforts. 
The brand worked with actor James Franco, 
who first served as a spokesman for Gucci 
cologne in 2008. In 2011, Nathaniel Goldberg 
filmed the “All the World’s a Stage” campaign 
at Rome’s Cinecittà film studio, featuring 
Franco as spokesperson for Gucci’s custom 
suits. Launching late summer 2013, Franco 
is featured in legends Mert Alas and Marcus 

Piggot’s photography promoting Gucci eye-
wear. This past June, Gucci underwrote the 
Chime for Change concert event, featuring 
Beyoncé, Jay Z, Mary J. Blige, Timbaland, 
and more performing in London. The suc-
cessful event brought the message to an au-
dience of more than one billion people and 
inspired Beyoncé, Salma Hayek, and Frida 
Giannini to launch the Chime for Change 
Foundation, promoting education, health, 
and justice for women across the world. 
Gucci is also successfully growing its “no- 
logo” offering as a means to reclaim rarity 
as a sale driver. The brand is working to 
weave one strong, consistent global story 
with local relevance everywhere from 
quickly maturing emerging markets to 
increasingly sophisticated competitive 
battlegrounds.

Gucci
+ 7%
10,151 $m
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CONSTRUCTIVELY  
DISCONTENT

“ More innovation. More 
system investment. 
More coolers. And by 
remaining constructively 
discontent, knowing  
that we can always 
do better. Ensuring 
— starting with me — 
that there is never any 
room to be arrogant or 
to rest on your recent 
successes.”

—  Muhtar Kent, Chairman & CEO, Coca-Cola, on how 
the company will lead in the coming years









While the economic 
slowdown in China has 
impacted brands across  
the board, digital leader-
ship has helped Burberry 
stay strong.

MTV’s gradual evolution from non-stop 
music video channel to youth content brand 
isn’t a new story, but it reflects a shift to its 
audience’s interests all while remaining 
true to its innovative, experimental, and 
culturally relevant roots. A strategy that 
kicked off with the success of Gen X hit The 

Real World, its original programming has 
continued to evolve through reality shows 
like Punk’d, Jersey Shore, and The Valleys. As 
the Viacom-owned brand focuses on the 
second wave of Millennials, teens 13-17, 
MTV is broadening its focus to include 
grittier material for a generation growing 
up on stories like The Hunger Games, and 
experimenting with shows like Catfish and 
Washington Heights. It’s also continuing to 
innovate on mobile with its new “MTV 

Everywhere” app giving US viewers video 
content whenever and wherever they want,  
with greater interactivity and social features 
than previous apps. Beyond TV, it’s experi-
menting with “MTV Other,” a new digital 
content lab promoting emerging talent 
and serving as a showcase for ad-supported 
shortform programming for the iPhone, 
iPad, and online. Another noteworthy 
strategic maneuver for the brand in 2013 
was MTV’s announcement of a “Music 
Independence Day” on America’s July 4th 
holiday, linking a 12-hour on-air music 
programming marathon to a download-and-
merchandise platform. If not a return to its 
roots, this served as a reminder that MTV 
retains a strong interest in music as a key 
pillar to relating to youth culture.

Best Global Brands 2013

MTV
– 12%
4,980 $m

Adobe announced at its 2013 MAX Confer-
ence in May that it will no longer release 
new versions of its boxed Creative Suite 
desktop software and will only sell its 
products and services as a cloud-based 
online subscription. This bold move gar-
nered a multitude of headlines and forum 
discussions. For consumers, this means 
faster product updates and releases; and 
for Adobe, the ability to combat piracy, a 
longstanding issue. Now it will require a 
software check with Adobe to ensure the 
subscription has been paid, ultimately 
making it more difficult to pirate its prod-
ucts. Adobe’s shift is reflective of its com-
mitment and focus to delivering end-to-end 
solutions for creating, publishing, market-
ing, and optimizing content. It’s been ac-
quiring companies like TypeKit, PhoneGap, 

and most notably, the Behance portfolio 
website to expand its capabilities. Under-
standing the constant evolution of digital 
experiences and today’s consumers who are 
increasingly mobile, Adobe is evolving and 
changing the process for content creators 
and marketers alike, creating what Adobe 
calls the “creative graph” and winning kudos 
for its humorous campaign debunking 
marketing myths. It’s an end-to-end work 
environment with all the tools customers 
need to create and optimize digital content, 
allowing sharing and collaborating with 
others. While time will tell how customers 
will adapt—and Adobe will need to con-
tinue innovating and showcasing its end 
value to users, the future looks bright with 
early adoption of Creative Cloud already 
exceeding expectations.

Adobe
+ 8%
4,899 $m

Expanding Burberry’s signature retail pres-
ence, with a cascade of flagship openings 
in London, Chicago, Hong Kong, and Milan 
and another 25 stores set to open in 2014, 
the brand is strengthening its position-
ing as a global luxury leader. Retail space 
increased 13 percent on average over the 
year, with retail revenue achieving 12 per-
cent growth. Continuing investment and 
innovation in digital, from RFID-enabled 
personalized content via the A/W13 runway 
show to the interactive retail theater of 
Burberry World Live, incorporating Burberry 
Acoustic, the brand excels in its immer-
sive and seamless melding of online with 
offline. The Financial Times heralded Burberry 
as “the most connected brand in luxury.” 
While the economic slowdown in China 

has impacted brands across the board, 
digital leadership has helped Burberry stay 
strong, with Chinese website traffic up 70 
percent and increased digital integration 
in its stores. Ongoing elevation of product 
offerings has seen asserted investment in 
the Prorsum and London labels and control 
exerted over fragrance and beauty, moving 
from a licensed model to a directly operated 
business, with beauty highlighted firmly 
as a key growth platform. We continue to 
see Burberry embrace the new with the 
brand’s first-ever watch, The Britain, while 
celebrating its heritage by returning the 
menswear show to London for the first time 
in a decade. It is this marriage of tradition 
and innovation that will continue to serve 
the brand well.
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+ 20%
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ARCS  
OF  

CHANGE

“ Most of us have 
workforces that are  
very bright, very 
intelligent and want to 
be engaged in a broad 
way. This idea of a 
strategic belief is that 
you can agree amongst 
the firm on some really 
big arcs of change.”

— Ginni Rometty, CEO, IBM







Creative Leadership in the Post-digital World
By Andy Payne

CREATIVE LEADERSHIP

“Cool factor.” “Must-have.” “Innovative.” “Wow.” 
These kinds of consumer comments about brands 
are no accident. They are the product, among other 
things, of brilliant creative thinking and execution. 
The leading brands have always had it, driving  
behavior change by remaking their offering, eclips-
ing their competition, and reinventing categories. 

That’s the very definition of leadership in the mar-
ket—and the crucial role that creativity and design  
play in this world-changing process cannot be over- 
stated. The true creative leader sees an expanded  
definition of possibility in every piece of research,  
knows that data is only as big as the impact it has  
in people’s lives, and finds new needs where  
others do not.

The imperative for leaders to take this approach in 
order to grow the value of their brand has never been 
more profound than it is today. The social, mobile, 
and digital reality has remade all the rules in short 
order. In just a few years, everything brands knew 
to be successful in the marketplace has changed. 

These are indeed wild new times, and there’s no 
going back. Fortunately, we’ve found that, far from 
being the province of a savant or a mystic, the type 
of leadership that grows brand value today can be  
attained through the exercise of six basic principles. 

“ When I’m traveling, Starbucks gives 
me a sense of grounding and reassurance.  
I know what I’m going to get there. It’s a 
familiar experience. Starbucks makes me 
feel more at home in a strange place.”  
— Claire on Starbucks 

Best Global Brands 2013





The speed of change in China today is truly 
incredible: Incomes are rising, prices are stable 
and, as a result, optimism and conspicuous 
consumption still abound. But as things that 
were once the stuff of dreams are now within 
the reach of many Chinese people, the consumer 
culture is becoming more discerning and a new 
generation is increasingly seeking quality and 
authenticity over pure display and status. 

At the same time, Chinese brands are becoming 
more self-confident. Many are looking to not only 
expand and grow regionally, but also compete 
directly with the Western brands that currently 
dominate the global landscape. To play at the 
global level, however, Chinese brands will need 
to foster more of a brand-building culture. Brands 
should keep several thoughts in mind as they 
develop strategies to lead and succeed globally.

China’s New Brand Leaders
By Leslie Butterfield

“ Google is my go-to for just about anything. 
It’s no longer just a search engine. It’s like 
a quirky friend who knows everything you 
could possibly want to know.”  
— Teal on Google 

Best Global Brands 2013
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CHINA’S NEW BRAND LEADERS

promise and speak to real human needs 
is the reason Ping An continues to thrive, 
even when the rest of the insurance 
industry is struggling. 

Digital must be front  
and center

Since e-commerce, mobile, and social 
media are growing rapidly in China, any 
brand strategy that doesn’t embrace digi-
tal is not a smart strategy. Digital is re- 
defining and reshaping absolutely every-
thing: consumer choices and behaviors, 
customer experience, and how brands 
react to and relate to customers. As 
online activities become integrated into 
every aspect of Chinese life, from photo 
sharing and mobile payments to flight 
and hotel reservations, the brands that 
best respond to evolving user needs and 
behaviors will be the ones that succeed.

Sustainability is a must

While China is making efforts to adopt 
renewable sources and improve energy 
efficiency, the country, according to the 
International Energy Agency (IEA), is 
still the biggest emitter of CO2 emissions 

in the world. Many reports have drawn 
attention to the country’s deteriorating 
environment and the problems this 
causes, from air pollution in major cities 
to natural disasters perhaps exacerbated 
by climate change. As such, responsible 
green business practices will increasingly 
be a pre-condition for China’s domestic 
stability, its moral mandate as an emerg-
ing super-power, and a path to a more 
sustainable economy.

Despite significant challenges, the rise 
of a new generation of aspiring business 
and management professionals bodes 
well for China. This country will soon 
have the best business-trained work-
force in the world. Defined by a spirit 
of inventiveness and an appreciation 
for authenticity, these progressive and 
digitally-savvy young executives will 
surely accelerate the modernization of 
China’s corporate culture. From embrac-
ing brand-building and imbuing brands 
with a human touch to advancing sus-
tainable business, Chinese companies 
that harness the power of their brands 
will survive the tests of adversity and  
increasingly make their mark on the 
world as the 21st century unfolds. 

 Chinese brands with global aspirations 
can take important cues from others, 
but to truly succeed, they must 
find their own way forward through 
innovation and sound brand strategy.

Leaders lead, they don’t follow

China is moving from imitation to inno- 
vation. Rather than simply looking at 
what other brands are producing and fig-
uring out how to make the same for less, 
more Chinese brands are putting effort 
into producing a better version of those 
brands. Chinese brands with global 
aspirations can take important cues from 
others, but to truly succeed, they must 
find their own way forward through 
innovation and sound brand strategy.  

Leaders listen

China is getting better at listening 
to consumers, and digital research is 
growing. Companies like K-Matrix are 
doing what Sysomos (a social media lis-
tening firm) has done for North America. 
As conversations online increasingly 
influence consumer perceptions, using 
tools that track and measure what peo-
ple are saying about your organization 
in the social media landscape is essen-
tial. Tomorrow’s leading brands will 
be those that listen closely and actively 
manage impressions across all channels 
of communication. 

Leaders are responsive

Once brand leaders and marketing teams 
really understand how their brand is 
perceived, they can influence the way 
the market views their organization. 
Responding to social feedback, both 
positive and negative, is a great way 
to set the record straight or steer the 
conversation. Western brands have a 
head start in this regard, but Chinese 
brands are beginning to catch up. For all 
brands, understanding the opportuni-
ties that result from website or product 
improvements and getting a handle on 
how consumers are reacting to online 
storytelling or overall brand messaging  

is critical to making changes that will 
keep a brand relevant and differentiated.

Great brands start from within

While the discipline of internal brand 
engagement is still in its infancy in  
China, Chinese companies that put effort 
into getting employees on brand and on 
message are creating a stronger internal 
corporate culture and building closer 
relationships with customers. Home 
electronics giant, Haier, is one such ex-
ample. Despite slow growth in the home 
appliance industry, Haier’s 2012 perfor-
mance surpassed the whole market. Its 
secret? Haier actively promotes a spirit 
of innovation and entrepreneurship 
among employees. The brand shifted its 
mindset from selling products to selling 
services and encouraged employees to 
face the market directly. In doing so, it 
fulfilled its consumers’ needs for custom-
ization and personal attention. Leaders 
like Haier realize employees are among 
the most significant assets of a corporate 
brand, as they are the ones who inter-
act with customers and really bring the 
service-profit chain to life.

Great brands combine 
scale and intimacy

“Bigger is better” is still a common 
mindset in China, but volume and 
scale can only get a brand so far. As 
customers become more discerning and 
expectations increase, Chinese brands 
need to focus more on creating inti-
macy—recognizing and responding to 
emotional needs. Ping An, now one of 
the best-known financial services brands 
in China, owes much of its success to 
this factor. Recognizing that consumers 
are struggling with complex financial 
products, the Ping An brand promises 
to make managing finances easier. The 
company’s ability to clarify its brand 
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From climate change and water scarcity to labor 
abuses and economic disparity, even those with 
only a rudimentary grasp of the issues at play rec-
ognize that the challenges we face today are seri-
ous and complex. Feeling pressure to accelerate 
the pace of change from consumers, employees, 
and other stakeholders, leading brands are real-
izing that reprioritization is necessary. Whether 
it’s about future-proofing your business or meet-
ing consumer expectations, Corporate Citizenship 
isn’t just about “being good” anymore—21st century 
brands have to step up to solve hard problems. 

The new approach involves restoring dynamic bal-
ance to the system—and a new business paradigm 
that puts Corporate Citizenship, not on the periph-
ery, but at the center of business. The ethos of this 
new paradigm is one of “enlightened self-interest” 
and shared values. It is a paradigm in which labor 
and resources are utilized ethically and responsibly, 
growth is achieved in smarter, more efficient 
ways, and both resources and communities are 
replenished, rather than continually depleted. 

Corporate Citizenship 2.0: Leading the 
Way to a Skill-sharing Economy
By Tom Zara

CORPORATE CITIZENSHIP 2.0

“ I use Microsoft products at school. We’re 
learning programming and I was even 
awarded an ‘excellence in computing’ 
medal. This past year, I built a really cool 
PowerPoint presentation on mustangs 
because I love horses.” — Teagan on Microsoft 
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Brands are the agents of change 

At Interbrand we talk about the power 
of brands and the potential of brands to 
change the world. To fully appreciate 
this potential, we have to examine the 
context within which a brand sits: soci-
ety. Each business in the marketplace 
can be thought of as one cell of produc-
tion in a larger social organism; together, 
global industries constitute a mega- 
machine of production. Like a pump of  
gigantic dimensions, the collective acti- 
vity of brands sets flows of energy and 
money into motion that course through 
the veins of the economic system. When 
the economic machine accelerates or runs 
out of control, it consumes more energy, 
more material, more knowledge—and 
more waste products are deposited in  

the surrounding environment. The  
task of the New Corporate Citizen is to 
stabilize this flow of energy and manage 
the impact on people and the planet 
wherever possible. 

While the new purpose of business is to 
keep the flow of money, goods, and ser-
vices flowing in a responsible manner, 
the purpose of brands involves the same 
but also has other dimensions. Brands 
act on the psyche. Brands influence. 
Brands educate. Brands change behav-
ior. Brands inspire. Brands focus energy. 
A business, elevated by the power and 
purpose of its brand, can bring together 
various economic factors, resources, and 
skill sets, organize them, and use them 
to not only maximize profit, but to bring 
the world back into balance. 

CORPORATE CITIZENSHIP 2.0

Corporations need to understand 
that they possess a gift, a 
powerful potential created by 
their entire workforce that can be 
redeployed in a way that makes a 
difference and effectively changes 
things for the better.

LE
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The pressures of competition, the need 
to mitigate supply chain risks, and the 
desire to streamline operations initially 
fueled Corporate Citizenship’s first  
wave. But sobering future probabilities, 
the demands and shifting preferences  
of consumers, the expectations of in-
vestors, and the scrutiny of regulators 
have mobilized numerous brands to put 
greater effort into addressing their social 
and environmental impacts. However, 
the next wave of Corporate Citizenship 
will require brands to go further, taking 
a more conscious role in the shaping and 
transformation of society.  

Where there’s a will and  
skills—there’s a way

In the past, Corporate Citizenship was 
typically a quiet commitment. If you 
didn’t know about it, then it didn’t  
exist—and, therefore it couldn’t be 
scrutinized. However, now that consum-
ers and prospective employees are using 
CSR as an indicator of an organization’s 
moral fiber and commitment to purpose, 
companies are realizing Corporate  
Citizenship is not just about a glossy 
report, but something that can be seen 
and experienced. 

What brands must achieve today is an 
impact everyone can feel. Writing a check 
to support the arts is wonderful, but how 
many actually feel that impact? On the 
other hand, nearly 800 million people in 
the world do not have access to safe drink-
ing water. Now that is an area where a 
brand can make an enormous impact. 
The problem is, when we think about a 
challenge that big, there is a tendency to 
get overwhelmed, to think that the issue 
is so daunting it’s beyond resolution. But 
then, there are others who are saying, “I 
wish I knew how to solve that problem,” 
and that’s when companies should step 
in and take action—the will is there and 
so are the skills.  

Brands are a tremendous resource. Cor-
porations have incredible skills they’ve 
used to evolve their own businesses. 
Whether the skills are technological, 
creative, logistical, or financial, the way 
you democratize prosperity is by sharing 
those skills. To solve the world’s greatest 
problems, you’ve got to do more than just 
fund NGOs. You’ve got to provide new 
financial models, operational models, 
and new HR payment systems so that the 
organizations on the ground can more 
effectively deliver outcome and impact. 
The organizations that embrace this idea 
are the ones that will have a much more 
compelling Corporate Citizenship story to 
tell because they’re not only working to 
solve a problem, they’re also leveraging 
the thing that made them successful— 
for the benefit of others. 

Traditionally, when we think of a compa-
ny’s success, we think in terms of perfor-
mance metrics, but success and prosper-
ity can be bigger than that. It can extend 
beyond the walls of your own institution 
and touch others. Corporations need to 
understand that they possess a gift, a 
powerful potential created by their entire 
workforce that can be redeployed in a way 
that makes a difference and effectively 
changes things for the better. 

Right now, there is an army of people  
out there—people working to sequester 
carbon, feed the hungry, save imperiled 
species—but many of them don’t have 
MBAs or access to MIT technology.  
Caring, compassionate people find  
their way to rural parts of Africa and 
Asia, ready to save lives, but they’re 
often not connected to the business  
skills and creative talent that would 
make them even more successful at  
what they do. Corporations today have 
an opportunity to deploy their unique 
talents, skills, and resources in a way 
that builds and fortifies the resources 
that are already being put in place to 
create positive change. 



STRENGTHEN 
AND  

SUBSTANTIATE

“ New technologies come 
and go. This is simply the 
nature of our business. 
The Samsung brand 
is the only asset that 
will live on beyond our 
products. To ensure 
the brand succeeds 
in the long term, we 
need to strengthen and 
substantiate it.”

— Sue Shim, Global CMO, Samsung



















DRIVE 
CHANGE

“ BMW is providing 
answers to the economic 
and environmental 
challenges of a changing 
world. With our clear 
focus on premium, 
sustainable mobility, 
we, as a company, 
drive change and are 
providing innovative 
solutions.”

—  Steven Althaus, Director of Brand Management & 
Marketing Services, BMW



















PERFECT 
BALANCE

“ Today, more than  
ever, Gucci’s brand  
value is reflected in  
the perfect balance 
between its Florentine 
and Italian heritage  
and its reputation as  
a fashion leader.”

— Robert L. Triefus, CMO, Gucci
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brand consultancy. With nearly 40 offices in 27 
countries, Interbrand’s combination of rigorous 
strategy, analytics, and world class design enables 
it to assist clients in creating and managing brand 
value effectively—across all touchpoints, in all 
market dynamics. 

Interbrand is widely recognized for its annual Best 
Global Brands report, the definitive guide to the 
world’s most valuable brands, as well as its Best 
Global Green Brands report, which identifies the 
gap between customer perception and a brand’s 
performance relative to sustainability. It is also 
known for having created brandchannel.com, the 
award winning resource for brand marketing.
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The World's 50 Most Innovative Companies
In a climate when innovation efforts and research and development budgets are likely to see more scrutiny than ever, our
2008 list of the World’s Most Innovative Companies adds three financial measures to the mix to determine the rankings. For
this year’s list, votes cast in the proprietary BusinessWeek-BCG survey received 80% of the overall weighting, stock returns
were weighted 10%, while three-year revenue and margin growth each got 5%. While these changes -- only votes from our
survey counted in the past -- marked the biggest shift yet in our rankings of the World’s Most Innovative Companies, there
are some similarities to previous years. Once again, Apple’s design whizzes lead our list, followed by Google’s search
geniuses and Toyota’s hybrid car mavens. But the added financial metrics and the greater diversity of our survey, which
polled more global and C-suite respondents than ever also helped to produce a few big changes. Global names such as
Tata Group and Nintendo, both making their first appearance, landed in the top 10. Traditional innovation icon 3M
plummeted from No. 7 to No. 22. And dark horses such as No. 18 General Motors, which has suffered through a
tumultuous year financially, received a surprising number of votes thanks to concept cars like the electric Chevrolet Volt and
the Detroit automaker’s renewed focus on design. For a full explanation of our methodology, click here and see the
footnotes at the bottom of the table.

RankCompany
(linked to info) Headquarters Location

Revenue
Growth
2004-07*

Margin
Growth
2004-07*

Stock
Returns
2004-07**

Most Known for Its
Innovative... 
(% who think so)

1 Apple North America 47% 69% 83% Products (52%)

2 Google North America 73% 5% 53% Customer Experience
(26%)

3 Toyota Motor Asia 12% 1% 15% Processes (36%)

4 General Electric North America 9% 1% 3% Processes (43%)

5 Microsoft North America 16% 8% 12% Products (26%)

6 Tata Group Asia Private Private Private Products (58%)

7 Nintendo Asia 37% 4% 77% Products (63%)

8 Procter & Gamble North America 16% 4% 12% Processes (30%)

9 Sony Asia 8% 13% 17% Products (56%)

10 Nokia Europe 20% 2% 35% Products (36%)

11 Amazon.com North America 29% -11% 28% Customer Experience
(33%)

12 IBM North America 1% 11% 4% Processes (31%)

13 Research In Motion North America 56% -1% 51% Products (37%)

14 BMW Europe 6% -5% 11% Customer Experience
(40%)

15 Hewlett-Packard North America 10% 17% 35%
Processes (27%)
Business Models (27%)
Customer Experience
(27%)
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16 Honda Motor Asia 12% 6% 14% Products (40%)

17 Walt Disney North America 6% 14% 7% Customer Experience
(63%)

18 General Motors North America -2% NA*** -11% Products (55%)

19 Reliance Industries Asia 31% -7% 94% Business Models (31%)

20 Boeing North America 9% 32% 21% Products (63%)

21 Goldman Sachs
Group North America 30% 6% 28% Processes (33%)

Business Models (33%)

22 3M North America 7% 5% 3% Products (45%)

23 Wal-Mart Stores North America 10% -2% -2% Processes (48%)

24 Target North America 11% 3% 0% Customer Experience
(67%)

25 Facebook North America Private Private Private Customer Experience
(51%)

26 Samsung Electronics Asia 2% -14% 8% Products (42%)

27 AT&T North America 43% 6% 23% Customer Experience
(33%)

28 Virgin Group Europe Private Private Private Customer Experience
(47%)

29 Audi Europe 11% 11% 41% Products (50%)

30 McDonald's North America 7% -7% 25% Customer Experience
(42%)

31 Daimler Europe -11% 37% 28% Products (35%)

32 Starbucks North America 23% -2% -13% Customer Experience
(60%)

33 eBay North America 33% -37% -17% Business Models (28%)

34 Verizon
Communications North America 12% 0% 9% Services (41%)

35 Cisco Systems North America 20% -5% 12% Products (35%)

36 ING Groep Europe 7% 4% 11% Services (41%)

37 Singapore Airlines Asia 9% 5% 20% Customer Experience
(55%)

38 Siemens Europe 1% 21% 22% Products (41%)

39 Costco Wholesale North America 11% -5% 14% Customer Experience
(46%)

40 HSBC Europe 12% -1% 4% Services (39%)

41 Bank of America North America 12% 0% 0%
Customer Experience
(23%)
Services (23%)

42 Exxon Mobil North America 11% 7% 25% Processes (50%)
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43 News Corp. North America 4% 4% 4% Business Models (47%)

44 BP Europe 14% -5% 11% Processes (42%)

45 Nike North America 8% -1% 14% Customer Experience
(43%)

46 Dell North America 7% -12% -17% Business Models (37%)

47 Vodafone Group Europe 7% -21% 15% Business Models (33%)

48 Intel North America 4% -10% 6% Products (53%)

49 Southwest Airlines North America 15% 9% -9% Customer Experience
(50%)

50 American Express North America 3% 1% 3% Customer Experience
(35%)

DATA: Analysis and data provided in collaboration with the innovation practice of the Boston Consulting Group and BCG-VaueScience.
Reuters and Compustat were used for financial and industry data and Bloomberg for total shareholder returns.

*Compound growth rates for revenue and operating margins are based on 2004-07 fiscal year data as originally stated. Operating
margin is earnings before interest and taxes, as a percentage of revenue. Where possible, quarterly and semiannual data were used to
bring performance for pre-June yearends closer to December, 2007. Financial figures were calculated in local currency.

**Stock returns are annualized, 12/31/04 to 12/31/07, and account for price appreciation and dividends.

***Calculating three-year compound annual growth rate for operating margins was not possible when either figure was negative.
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